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This research aims at understanding the nature of American advertisement, 
as represented in women magazines, what phenomenon can be found within the 
advertisements that are carried within American women magazines that can cross 
border in space and time, and how do the magazine advertisements affect the 
global value of popular culture. Questions such as what kinds of cultural values 
are allocated to women as a minority group in America, and why are women 
pressured to maintain the traditional roles as mothers and housewives, but at the 
same time, how women are made to feel superior through the understanding that 
the consumer society’s capital revenue depends on their decision making, have 
been asked to answer the objectives of this dissertation.  
As a grounded theory and inductive project, this research constitutes a 
library study which is qualitative in nature and is carried out within the umbrella 
of the interdisciplinary of American Studies. The interdisciplinary is reflected in 
the application of Transnational American Studies theorized by Shelley Fisher 
Representation Theory by Stuart Hall, which underpins discussions of gender 
ideology to understand the reasons of negotiative hybridity and hegemony of the 
United States’ popular culture  and the global consumer culture that is represented 
through women magazine advertisements. 
In this research the main data were 3621 women magazine advertisements 
from USA’s Cosmopolitan, Ladies’ Home Journal, and the O: The Oprah 
Magazine. For a globalization context, the advertisements were compared to the 
Indonesian Cosmopolitan, Kartini and Femina. The year span of 2007-2008 was 
chosen as during this period the US and many other neighboring countries were 
undergoing an economic recession. It was assumed that during that period the 
number of advertisements in magazines would have decreased, thus yielding 
unique results. In order to see the transnational time frame, the USA 1960s 
Ladies’ Home Journal and some Cosmopolitan advertisements beyond the 2007-
2008 were also taken as data representations for the 2000s.  
By analyzing a selection of women magazine advertisements, this 
dissertation has discovered three major results. Firstly, the nature of American 
advertisement media in women magazines are a media for not only selling 
products and services for capitalism to continually prosper but it also shapes the 
cultural values of how the major American society has identified women, in 
addition to evoking a sense of pseudo-freedom-identity for women themselves. 
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Second, in showing how American women magazine advertisements have 
crossed the border through different nations and periods of time, there have been 
interplays of hybrid mixing and negotiations that the value of America, as the 
one holding power over many nations, is still successful at making other 
countries follow after their footsteps. Lastly, this dissertation finds that magazine 
advertisements do affect the global value of popular culture because the world 
becomes blurry and borderless due to the unison of a macro-consumer culture. 
What used to be a particular value in a certain community has now become a 
global culture experienced by people from many different parts of the world. 
What was a minority culture has become a majority. Yet, being a nation of 
paradox, the US has shown through its women magazine advertisements that the 
only way to go up the ladder is to  have the majority blend in with the minority 
because it is only through this path that the locals will accept the global 
transnationality of American popular culture. In this dissertation, the study on the 
borderless, shapeless or context-less world that is represented by the images 
found in women magazine advertisement is giving the idea that people can have 
happiness in consuming popular culture products. In addition, some 
contemporary optimism is also felt as a consequence of the culture of American 
hegemony. The hegemony, however, prepares the world to live in homogeneity 
as a result of cultural hybridity. 
Key words: American hegemony, consumer culture, gender ideology, hybridity, 
popular culture, transnational American Studies, women magazine advertisements 
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INTISARI 
Penelitian ini bertujuan untuk mencari tahu sifat apa saja yang menjadi cirri 
khas  iklan Amerika yang dimuat dalam majalah wanita, fenomena apa yang dapat 
ditemukan dalam iklan majalah perempuan Amerika yang dapat melakukan lintas 
batas dalam lokasi dan waktu, dan bagaimana iklan majalah itu mempengaruhi 
nilai global dari budaya popular. Pertanyaan-pertanyaan seperti nilai budaya apa 
yang ditujukan kepada kaum wanita sebagai kelompok minoritas di Amerika, dan 
mengapa wanita ditekan untuk tetap mempertahankan perananan tradisi sebagai 
ibu dan seorang pengurus rumah tangga, tetapi juga sekaligus bagaimana wanita 
itu dipandang superior karena ia adalah pemberi keputusan atas budaya konsumsi 
dianggap sebagai masukan terbesar bagi kaum kapitalis, telah ditanyakan untuk 
menjawab tujuan dari disertasi ini. 
Sebagai penelitian induktif yang menerapkan teori grounded, penelitian ini 
memanfaatkan studi pustaka yang sifatnya kualitatif dan terpayungi dalam kajian 
ilmu interdisipliner Amerika. Sifat interdisipliner direfleksikan dalam aplikasi 
teori Transnasional Pengkajian Amerika Shelly Fisher Fishkin dan teori 
Representasi Stuart Hall yang mengutamakan diskusi idiologi jender untuk 
memahami bentuk-bentuk negosiasi hibriditas dan hegemoni dari budaya popular 
negara Amerika Serikat dan budaya global konsumsi yang direpresentasikan 
dalam iklan majalah wanita. 
Dalam penelitian ini, data utamanya adalah 3621 iklan majalah wanita yang 
diambil dari majalah Amerika Cosmopolitan, the Ladies’ Home Journal, O: the 
Oprah Magazine. Untuk mengetahui konteks global dari iklan-iklan itu, maka 
iklan majalah Indonesia dari Cosmopolitan, Kartini dan Femina juga dipelajari 
dan dibandingkan dengan majalah Amerika tersebut. Tahun 2007-2008 dipilih 
sebagai pembelajaran karena pada saat itu negara Amerika dan negara tetangga 
lainnya yang sedang mengalami resesi ekonomi. Diperkirakan bahwa pada masa 
itu jumlah iklan majalah akan mengalami pengurangan waktu, maka akan menjadi 
studi yang menarik. Untuk melihat masa waktu yang transnasional, iklan dari 
majalah Ladies’ Home Journal terbitan tahun 1960an dan beberapa iklan majalah 
Cosmopolitan setelah 2007-2008 juga dipakai sebagai representasi iklan tahun 
2000an. 
Dengan menganalisis beberapa iklan majalah wanita yang telah di seleksi 
seperti tersebut di atas, maka sebagai hasil disertasi ini menemukan bahwa 
pertama, sifat dari iklan Amerika, seperti yang direpresentasikan di majalah 
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wanita adalah sebagai media yang tidak hanya bertujuan untuk menjual barang 
dan jasa untuk para kapitalis dapat seterusnya Berjaya namun iklan itu 
membentuk nilai-nilai budaya dari bagaimana masyarakat mayoritas memandang 
wanita, selain juga menggambarkan identitas kebebasan yang semu dari kaum 
wanita itu sendiri. Kedua, dalam memperlihatkan bagaimana iklan majalah wanita 
Amerika itu telah melintas batas lokasi dan waktu, ditemukan adanya permainan 
percampuran bentuk hibriditas dan negosiasi sehingga negara Amerika sebagai 
negara yang memegang kendali hegemoni dunia tetap dipertahankan sebagai 
negara yang diikuti oleh negara lain. Terakhir, disertasi ini menemukan bahwa 
iklan majalah wanita memang mempengaruhi nilai global dari budaya popular 
karena dunia menjadi samar-samar dan tanpa batas sehubungan dengan penyatuan 
dari budaya konsumsi yang makro. Apa yang tadinya menjadi nilai yang khusus 
di sebuah komunitas sekarang telah menjadi sebuah budaya global yang dialami 
oleh manusia dari berbagai belahan dunia. Apa yang tadinya sebuah minoritas 
telah menjadi mayoritas. Akan tetapi sebagai negara yang paradox, melalui iklan 
majalah perempuannya, Amerika telah memperlihatkan bahwa cara untuk 
menaikki tangga adalah supaya yang mayoritas-pun dapat menjadi satu dengan 
kamu minoritas kerena hanya dengan cara inilah para lokal akan dapat menerima 
transnasionalisasi global dari budaya populer Amerika. Di dalam disertasi yang 
mempelajari dunia yang tidak berbatas, tidak berbentuk, atau tidak berkontekstual 
melalui imaji atau gambar yang terdapat di iklan majalah wanita ini, member 
sebuah kesenangan dalam mengkonsumsi produk budaya populer. Selain itu, ada 
dan perasaan optimistik yang sementara sebagai hasil dari budaya Amerika yang 
berhegemoni. Akan tetapi hegemoni itu mempersiapkan dunia untuk hidup dalam 
homogen sebagai hasil dari budaya yang meng-hybrid. 
Kata kunci: hegemony Amerika, budaya konsumer, ideology jender, hibriditas, 
budaya populer, transnasional Pengkajian Amerika, iklan majalah wanita 
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1.1. Background of the Research 
Crisscrossing influences in global society today is an absolute phenomenon. 
In the era of globalization where cultures are becoming transnational, people have 
difficulty distinguishing what becomes the characteristic of a nation due to the 
emergence of borderless areas among nations.  With regards to the phenomenon, 
it is interesting to make note of Kraidy’s opinion that with globalization, the 
culture of “the entire world has been molded in the image of a “Western, mainly 
American, culture” (2002, p. 1). Part of the reason for this particular condition is 
because in foreign and domestic policies, according to Beeson, America has 
assumed “an unprecedented prominence in the affairs of other nations and regions 
as they seek to accommodate, and where possible benefit from, the evolution of 
American hegemony” (2004, p. 1). The hegemonic status of being the most 
powerful or most advanced country on the planet has been continually maintained 
by America with their popularity of American products, such as the mushrooming 
of McDonald’s restaurants and the world wide spread of the credit card (Ritzer, 
1998).  According to Ritzer the “fast-food restaurant and the credit card” that were 
established around the 1950s are the distinctive products of America that have a 
global character because they no longer allow a national expansion of American 
culture, but became the media for an international expansion overseas (1998, p. 
83). The credit card has especially encouraged people to continually buy
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American products with ease, thus, solidifying the hegemonic status that America 
has over other nations. In Crockatt’s view, however, American hegemony is not 
only caused by the global service of credit cards, but it is also caused by the 
identification of the US as a country which is incomparable to others due to the 
understanding that America has been regarded as the chosen country to lead and 
become the savior of all nations (2007, p. 16). In relation to this, Ferguson 
observes that America’s massive economy output, powerful military and soft 
cultural power has also led America to hegemony and therefore constructs  an 
undeniable prominence of the reality of American globalization (2003, p. 21).  
America’s globalization is said to have assimilated Marshall McLuhan’s 
prophecy of the “Global Village” (2002, p. 1). In this “village”, McLuhan predicts 
that by way of electricity, unique cultures of certain countries are blending into 
one another to produce a global village of similar cultures. After half a century 
later, the electric media McLuhan talks about is revealed in the occurrence of the 
internet. The internet, which reaches great distances through its increasing speed 
(Vertovec, 1999, p. 1) has created an invisibility of areas’ boundaries. With much 
information on the many kinds of American products available within a single 
click, the American popular culture has easily crossed the borders of many 
nations. For this reason, Ritzer argues that America’s culture is tied to no place 
and no period when he cites Smith who believes that the characterization of 
globalization is “context-less” because it is “a true mélange if disparate 
components drawn from everywhere and nowhere, borne upon the modern 
chariots of global telecommunications systems” (1998, p. 84). In this issue of the 
cross bordering phenomenon of context-less communication, America is witty in 
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not only taking advantage of the digital media of the internet but also through a 
more conventional print media, such as the magazine, which is received by 
cultures whose modern technology is still limited. Through either a digital or print 
media, therefore, a person from anywhere in the world can learn and be immersed 
in the American culture. Through the digital and print media, global citizens are 
potentially influenced to dress up, behave and think like the Americans. As an 
example, the popularization of the McDonald’s burger do not only increase 
America’s economy and elevate its hegemonic status, but it has also introduced 
the modern fast food eating habit for people on the run. The American eating habit 
and its effect on the transforming other nations’ way of thinking is, consequently, 
making it increasingly difficult to recognize the origin of someone’s culture. The 
uncertainty of someone’s origin is based on W.B. Yeats’ belief on globalization as 
the factor for the “Western world [that] is going Eastern, even as the East goes 
Western” (McLuhan, 1964, p. 44).  Iyer similarly argues about the blurriness or 
context-less of the world’s cultures as follows:  
What has changed in the past half century is not just Asian culture 
(which is more and more American) and not just American culture 
(which is more and more Asian) but the intertwining of the two; as 
people and images flash across the globe at laser speed. (1996, p. 93) 
The intertwining of the Asian and American culture above is, in other words, 
caused by the global or transnational character of American popular culture.  
A study on American popular culture, which deals with the everyday life 
phenomenon of what Americans do during their spare time and what they listen 
to, talk about or wear each day is an interesting, likewise, important area of 
4 
American Studies research. This is especially relevant when considering that the 
Indonesian culture, according to Beng-Huat (2000) is heavily influenced by the 
existence of American popular culture. He reports that most Indonesians aspire to 
be Americans. Not only do Indonesians admire whatever is American, but they 
see the need to buy American products, which are advertised in women magazine 
advertisements, in order to be identified as a member of the world’s leading global 
citizen. In Beng-Huat’s understanding, Indonesians feel a sense of pride in using 
American products because it not only can “signal self-identities” but also 
establish and “maintain membership of collective identities” (2000, p. 137). 
According to Warde,  
today, people define themselves through the messages they transmit to 
others through the goods and practices that they possess and display. 
They manipulate or manage appearances and thereby create and 
sustain a “self-identity”. In a world where there is an increasing 
number of commodities available to act as props in this process, 
identity becomes more than a matter of the personal selection of self-
image. (1994, p. 878) 
In other words, to an Indonesian the purchase and use of American commodities 
is a crucial need as it helps transform their appearance and be identified as 
members of a leading global group. With many American commodities that have 
a hegemonic nature to choose from, a question arises on how magazine 
advertisements can influence Indonesian women to be interested in American 
products to signal the dream of achieving a global self-identity. Also, because the 
advertisements in the magazine are for women and contains women images, 
another question arises on whether or not there is a gender ideology influence 
behind them or not. 
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The above phenomenon on the cross-bordering of culture and American 
hegemony is also experienced in the field of American Studies when facing the 
development of the US In the discipline of American Studies, the cross bordering 
phenomenon of American popular culture has been recently set down in the new 
study of Transnational American Studies. Before Transnational American Studies 
came into practice, the Old American Studies’ scholars were encouraged to make 
use of either the theory of Vernon Louis Parrington’s (1927) intellectual history 
synthesis, Tremaine McDowell’s (1948) reconciliation of the past-present-future 
and region-nation-world, Henry Nash Smith (1960) and Allan Trachtenberg’s 
(1960) myth-and-symbol school, or Leo Marx’s (1960) micro-to-macro concept or 
later in the importance of tuning into George Lipsitz (1990) popular culture for 
research. In describing the difference between the Old and the New American 
Studies, Rowe explains, “Where traditional American studies focus on one single 
dominant culture that assimilates with other immigrant cultures, the more recent 
or New American Studies focus on the cultural hybridities that have occurred 
historically among the many cultures that constitute the American nation” (Rowe, 
2002, p.12). The focus on cultural hybridities in the New American Studies 
approach, have thus, encouraged scholars to make use of the coming of the 
immigrants in America as an important history to the shaping up of the country. 
This has become an important background because the popularity of America in 
one way or another is affected by the multi cultured citizens.  
In the field of American Studies, the crisscross bordering phenomenon is 
equivalent to the transnational phenomenon of popular culture. In the 
transnational culture of American hegemony, cultural hybridities arise from 
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America’s multi-cultures. In the 1980s many American Studies scholars are 
challenged to study America as an ‘exceptional’ or ‘unique’ nations, but now the 
new criticism of the American Exceptionalism focus “on both its contributions to 
US cultural imperialism and its exclusions of the different cultures historically 
crucial to US social, political and economic development” (Rowe, 2002, p. 11). 
Rowe’s view, which sees the effect of the immigrant’s culture variations in 
American history as an important element of research in American Studies, is the 
same with Fishkin, another distinguished American Studies scholar’s view point. 
Although initial discussions of the concept have begun since the 1990s, it was not 
until 2004 that Transnational American Studies as a theory is formalized by 
Fishkin in her American Studies Association’s presidential address. In order to 
understand the whole American culture, she states: “The goal of American studies 
scholarship is not exporting and championing an arrogant, pro-American 
nationalism but understanding the multiple meaning of America and American 
culture in all their complexity” (2004, p. 20). Fishkin exclaims that “Today 
American Studies scholars increasingly recognize that that understanding requires 
looking beyond the nation’s borders, and understanding how the nation is seen 
from vantage points beyond its borders” (2004, p. 20). Her address opens up the 
understanding that, in looking at America, the place of American hegemony’s 
self-regard would permit scholars to gain more distinction and better multicultural 
understandings of what was, or could be, defined as American. This hints that 
with transnationalism in the New American Studies, theories of cosmopolitanism 
and post-national conception of global or planetary citizenship is now 
intellectually challenged. It, therefore, makes sense to why Fishkin believes it is 
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important for American Studies scholars to “understand the multiple meanings of 
America and its culture with all of its complexities”, and  should not only see 
what is happening “inside” America, but should also see what is “outside, 
domestic and foreign, national and international as interpenetrating” (2004, p. 21).  
In other words, American Studies research done by international scholars outside 
of the US, especially those receiving scholarship that emphasizes the influence of 
the US abroad is a work of research that is as important to those done by 
researchers residing in America.  
In studying American globalization and the hegemony effect, not only is the 
history of the US multiculturalism important in understanding about the American 
culture, but the condition of the 1960s is also important to reflect upon. Fishkin 
(2004) explains that the American culture has been shaped also by the movements 
for social justice and social change from the Vietnam War, American civil rights 
to women’s movement of the American society. She states that ever since the 
social movements of the National Council of Negro Women, such as the National 
Association for the Advancement of Colored People (NAACP) who voiced 
equality for African-American women and also for the legendary Martin Luther 
King Jr., who asked for the minority’s equality through his famous speech of ‘I 
have a dream’; the US is believed to have changed its appearance from a nation 
that starts its history with hope and pride to become a nation that is full of protest 
towards its government. For this reason, the choice of focusing on representations 
of American hegemony in women magazine advertisements, therefore, needs to 
involve a discussion on the phenomena of the 2000s as well as that of the 1960s. 
This discussion is valuable, because the 1960s is also recognized as the landmark 
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for American popular culture. Ever since then, American Studies’ scholars have 
been arguing that the study of women magazine advertisement as a form of 
popular culture is as worthy of academic inquiry as high culture. A number of 
scholars have argued that the study of popular culture is a respectable, serious and 
necessary study of everyday lives (Petracca & Sorapure, 1998; Mintz, 1983, 
Nachbar & Lause, 1996), so it deserves a serious research.  
Based on the above background, a study on American popular culture is 
important due to it being a culture that is widely accepted and approved by the 
majority (Nye, 2006, Storey 1998, Hall 1998). In addition to the 1960s, the 
happenings of America’s 1920s, however, is also important to fathom because the 
sexually vulgar Charleston dance, which shows American society’s yearning for a 
carefree public form of expression have helped crystallize the terminology of 
popular culture (Danesi, 2008, p. 1). The happenings in those years have an 
important position, not only in the social, cultural and political lives of the 
American society, but also in the shaping up of American popular culture that has 
gone transnational and is thus, global.  
As understood from the above discussions, in dealing with a global 
phenomenon, research that deals with what most people “listen, buy, read, 
consume, and seem to enjoy to the full” (Hall, 1998, p. 446) and “do in their 
dominant culture” (Hall, 1998, p. 448) is important to do. The advent of American 
popular culture that is transnationalized through women magazine advertisements 
is a factor that causes the country’s position to have a strong relationship with 
other countries. The popular use of Google facilities with that of Apple computers 
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and iPads are proof of how American popular culture has been an influencing 
leader to the world. Owning an American popular culture product is understood 
by Indonesians and other nations as a realization for a “sense of freedom, personal 
power, and status aspiration” (Tomlinson, 1990, p. 6) are tempting people to be 
consumptive in their lives. To these people, the more American products they 
have, the more hegemon they can be, without realizing how powerful the 
American culture is in changing the people’s lifestyle and every day habits.  
The hegemonic influence America has over other nations, such as Indonesia 
via its popular culture products has made some strong impact to the local culture. 
When Indonesians interact with American popular culture, they are unconsciously 
sending and absorbing the new culture with others’ cultures, too. In the process, 
there is a tendency for a shift or reconstruction of the cultural belief when 
absorption of globalized American products is being concerned.  Thus, not only 
do Easterners become influenced by the Western culture, but at the other end, the 
Westerners are also getting impressions from the Eastern countries. This 
dissertation, therefore, makes discussions on the American hegemony by way of 
popular women magazine advertisements. It is interesting to do, as it deals with 
not only on American culture’s global effects, but also on the formation of how 
American consumer culture and gender ideology have influenced Indonesia’s 
media images of the US 
The existence of US advertisements, which is globalized in both American 
and Indonesian women magazines are products of popular culture that is relevant 
to discuss because of its transnational characteristics. This dissertation uses the 
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Cosmopolitan as it is acknowledged as the most popular franchised magazine in 
the world. Yet, because of this, the Cosmopolitan, is questioned on what kinds of 
representational strategies the US advertisements have to make it acceptably 
popular not only in the US but also in Indonesia.  Are there evidences of hybrid or 
homogenizing techniques that help create the various local franchised 
Cosmopolitan versions that make it easily accepted by Indonesia? Is this why 
there is also a United Kingdom’s Cosmopolitan, likewise Italian, Russian, 
Singaporean, and Australian ones that are periodically lined up in airport 
magazine racks, such as the Perry Plus bookstore in Indonesia? 
In an interview with the Senior Vice President and Publishing Director of 
the Cosmopolitan, it is learnt that the most transnational women magazineis 
enjoying a huge popularity with it already having 64 international editions, printed 
in 35 languages and is distributed in more than 100 countries, with almost 2 
million copies sold each month (Lagani, 2009). Although on the cover are 
direct language translations of the English into the local language or mixed use of 
the two languages, it is evident that the caps-locked lettering with the blocked 
type font used to write the name of the magazine is the same for any translated 
version. Visually, if the brand name of the magazine is covered up, the readers 
would still recognize it as the Cosmopolitan magazine because the magazine’s 
world trademark is the use of a single woman model who, is given beautiful make 
up and dressed with a sexy outfit and models with sexy gestures that it deserves 
the running theme: ‘Fun, Fearless Female’. These factors become proof of how 
influential the US Cosmopolitan women’s magazine is to other nations. The US 
Cosmopolitan magazine has taken a lead in influencing other nations to produce a 
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similar magazine with the same brand name and similar contents. It is interesting 
to note that the hegemony of the magazine also lies in the number of pages the 
magazine allocates for advertisements that the Indonesian Cosmopolitan does 
exactly the same with the US version. Can this be proof that American hegemony 
is influential in the world’s magazine as one of the products of American popular 
culture?  
The transnational phenomenon of the advertisements in the sample of 
the US Cosmopolitan magazine, which according to Lagani has the position as 
the “number one magazine in the world” (2009), is a media that promises a 
better understanding on the study of women magazines as a representation of 
American popular culture. Dealing with the borderless boundaries of space and 
time in American magazine advertisements, a research on the comparison of the 
US and Indonesian Cosmopolitan 2007-2008 – where the world is experiencing 
an economic recession – is believed valuable if it is also reflected with the Ladies’ 
Home Journal magazine of the same time frame and is later historically compared 
to the 1960s. The Ladies’ Home Journal is the pioneering and the most long 
standing magazine in America that seeing the similarities and differences of 
the 2000s edition with the 1960s, as well as comparing the data with the 2000s 
of the US Cosmopolitan which is made transnational with the Indonesian 
Cosmopolitan are also valuable data for this dissertation. A Philadelphia 
advertising agency, N.W. Ayer and Son, opens up the understanding that 
advertisements do have a high credibility in an historical reconstruction:   
Historians of the future will not have to rely on the meager 
collections of museums and will not have to pour over obscure 
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documents and ancient prints, to reconstruct a faithful picture of 1926. 
Day by day a picture of our time is recorded completely and vividly in 
the advertising in American newspapers and magazines. Were all 
other sources of information on the life of today fail, the advertising 
would reproduce for future times, as it does for our own, the action, 
color, variety, dignity, and aspirations of the American Scene (cited in 
Marchand, 1986, p. xv) 
The historical fact that America is formed from multi cultures also makes this 
study of finding the similarities or differences of magazine advertisements in O: 
the Oprah Magazine that is founded by an African-American in the year 2000, an 
equally important data for this dissertation.   
The American citizens, whose origins are from multicultural nations is 
believed to be a valuable factor also in making the possibility for the transnational 
of space in American popular culture. If it were not for the multicultural society 
who are the readers of the American magazine advertisements, America’s popular 
culture products may not enjoy the widespread popularity it now has. The 
multicultural significance of the American people have been the reason why 
Fishkin has been encouraging American Studies scholars to acknowledge it by 
embracing the complexities behind the building up of an American identity (2004, 
p. 1). Rowe also has the same opinion with Fishkin, when he expresses that
American Studies scholars are strongly encouraged to give attention to the 
“intersections and interactions” of the different cultures in America, which help 
make up the “cultural hybridities” that constitute its people (2002, p. 167). This 
cultural hybridity that Rowe refers to above have strengthened America in having 
a hegemony position.  
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Because this dissertation studies on what becomes the transnational 
characteristic of the US and Indonesian Cosmopolitan women magazine, the 
research becomes challenging, when duplications of American advertisements are 
not only found in America’s oldest magazine the Ladies’ Home Journal and the 
trendiest magazine of the 2000s, O: the Oprah Magazine, likewise in the 
Indonesian Feminaand Kartini magazines. Is it proof of the women magazine 
advertisements’ strategy to keep up with the hegemonic ideology of American 
popular culture? Is the American images in the advertisement a representation of 
what Tomlinson (1990, p. 21) say is the central feature of America as a consumer 
society, which dominate over other nations? Like any other advertisements, the 
American advertisements have clever strategies or ways of negotiations to 
influence readers feel they acquire certain myths and status symbols after 
successfully buying and owning certain American popular culture’s product. 
Thus, this dissertation wants to find what kinds of cultural hybridity negotiations 
the aforementioned magazines do to reach the kinds ofideologies or myths that 
American women magazine advertisements want to promise to their readers or 
potential consumers of the advertised products. According to Ritzer, American 
advertising has clever strategies to attract readers because it has been practiced by 
America ever since the early 1800s to market their goods (2004, p. 42). Thus, as a 
“form of persuasion, communication, or entertainment” (Kang, 1993, p. 1), the 
kinds of American ideologies, such as the gender ideology is interesting to find 
due to the powerful influence it has in society. Because advertisements are argued 
as being “indigenous to American culture” through “its omnipresent public words 
and images”’ which, “plays a determining role in creating that culture” (Cross, 
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1996, p. xi), it strengthens the assumption that US advertisements are worthwhile 
resources for understanding the global American popular culture and American 
way of life.   
This study on how Transnational American Studies explain about magazine 
advertisement as representations of American popular culture promises an 
understanding of the building up of the American ideology, which “is shaped 
through values” and whereby the “values are maintained through ideology” (Adi, 
2014, p. 217). Thus, through analyzing women magazine advertisements, which 
are mostly projected to women readers, the kinds of ideologies, such as the gender 
ideology that the magazine advertisements have is an important additional finding 
for this dissertation. Like any other advertisements all over the world, American 
advertisements have a cunning ability in emphasizing their ideologies, myths, 
signs or images and slogans through various forms of media. Scrutinizing in detail 
of each of the advertisements by use of Stuart Hall’s representation theory that 
accommodates perspectives on hegemony, ideology, women and gender images, 
negotiations and semiotics to see “not what the object is or does, in any concrete 
sense, which gives its attractiveness; rather it is what it signifies,” (Tomlinson, 
1990, p. 11) are therefore what makes this an interesting dissertation research. 
1.2. Research Problems 
Based on the above background that magazine advertisements have certain 
strategies to entice people to become consumers either through the use of 
American hegemony or other forms of cultural negotiations to process a 
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transnational communication of certain cultural values or myths, several problems 
arise as follows: 
(1) How do American historical facts construct the consumer culture of women 
magazine advertisements, which has a diachronic nature? 
(2) How do women magazine advertisements show local negotiations of 
American hegemony through the exercise of gender ideology 
representations? 
1.3. Research Objectives 
Based on the problems above, the research objectives are thus as follows: 
(1) To reveal how historical facts construct the consumer culture of women 
magazine advertisements, whose nature is diachronic. 
(2) To highlight how American women magazine advertisements show local 
negotiations of American hegemony through gender ideology 
representations. 
1.4. Scope of the Research 
Believing that women magazine advertisements continually have women 
readers as consumers of popular culture products, this dissertation limits the 
analysis to three outstanding American women magazines and one Indonesian 
magazines as primary data. They are the 2007-2008 Ladies’ Home Journal, the 
US Cosmopolitan, O: the Oprah Magazine and the Indonesian Cosmopolitan.  
Since this dissertation is under Transnational American Studies, it is 
necessary to see the unique characteristic of Transnational American Studies 
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which works by comparing data with that of time and space difference. To 
describe how Transnational American Studies of time takes place, the 1960s 
Ladies’ Home Journal’s magazine advertisements is compared with the primary 
data mentioned above. To depict the global-ness and direct Transnational 
American Studies of space, the 2007-2008 versions of women magazines from the 
Indonesian Cosmopolitan is compared to the US Cosmopolitan. To see better the 
Other-ness, the Indonesian magazines of Feminaand Kartini, are also taken as 
supplementary datato compare with the primary data. 
This dissertation limits the magazine editions to the years of 2007-2008 as 
the primary time frame. The reason for this is because the years are claimed as a 
world’s economic recession. With an economic recession, more and more 
factories make an effort to work with agencies to attract customers to buy their 
commodities through their creative advertisements. Thus, it is interesting to find 
what kinds of global commodities are considered worthy for magazine 
advertisements at that time.  
In Transnational American Studies’ effects of time and space, the study of 
an American phenomenon needs an interdisciplinary method to scrutinize. Thus, 
the interdisciplinary perspectives of American Studies incorporated anthropology 
to understand the phenomenon of globalization. Then, perspectives from history, 
sociology, economics and psychology are used to understand the consumer culture 
that helps establish the rise of women magazine advertisements. Next, the 
perspective from semiotics is used to sum up the construction of the American 
hegemony and gender ideology versus the Indonesian one. This gender ideology 
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is important to discuss since this dissertation focuses on women magazine 
advertisements. By use of a representation and global consumer culture theory, it 
is possible to argue about the women, who have the leisure time and the 
purchasing decision of buying products advertised in magazines for the benefits of 
their families with how society has constructed the images of women. 
1.5. Significance of the Research 
Theoretically, this research is an important reference to other researchers 
who want to investigate the hegemony of American culture via magazine 
advertisements. It positions women’s products advertisements that are published 
in US magazines as significant data of the American experience. 
 Academically, through the interdisciplinary study of American Studies, the 
research significantly puts to practice the analysis of the text and visual 
illustrations of selected magazine advertisements by using the theory of 
Transnational American Studies and theory of representation, which 
accommodates perspectives from semiotics. This semiotics representation opens 
the understanding of the hegemony, cultural hybridity and negotiations of 
American culture to other’s culture, which in this case is represented by the 
Indonesian one.  In addition to those, this dissertation also helps other researchers 
to understand the consumer culture behind the creation of magazine women 
advertisements.  
Practically, this research can contribute to the knowledge of magazine 
advertisements as the building blocks of a national character. The historical 
construction of the values or myths that advertisements contain can show a 
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culture’s ideology, thus the research will not only benefit Americans but also non-
Americans such as Indonesians. The global and transnational qualities of the 
magazine advertisements will most likely inspire Indonesian leaders to cope better 
with more national and international concerns. Although this research mostly 
compares the American versus the Indonesian Cosmopolitan women magazine 
advertisements as the representative and main focus for the transnationality of 
popular culture; the analysis from Ladies’ Home Journal, O: the Oprah 
Magazine, Femina, and Kartiniassupplementary data are helpful to find the what 
local and national ideologies are shown through advertisements. This in turn helps 
to find how through some forms of negotiations of cultural hybridity, the 
magazine advertisements can depict a more critical picture of America’s 
hegemony. 
1.6. Literature Review 
This dissertation makes use of American women magazines that have gone 
transnational as its data. In understanding about transnational American studies a 
number of significant textbooks are used to support the data. First, Pease and 
Wiegman’s book on The Futures of American Studies (2002) is used to offer a 
collection of essays by many leaders of the transnational turn in New American 
Studies.  In this book there are readings from Rowe, who conceptualized the post-
nationalism and globalism terminology. In the article, it is learnt that the term 
‘transnational’ and ‘post-national’ are often associated with the ‘post-colonial’ 
and ‘planetary’ nature of American Studies. These terms are paralleled to the term 
global as they suggest a progressive and cosmopolitan response to globalization. 
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Second, Ritzer’s The McDonaldization Thesis (1998) is especially valuable in 
learning how globalization is equivalent to Americanization. The franchise of the 
McDonald’s restaurants in many countries and the creation of the American credit 
cards as media to buy American products by the global citizens are what relate 
globalization to the American hegemony. Through the book it is also learnt how 
globalization can show not only the hybrid of heterogeneous but also the 
homogeneity of cultures. Third, Gilroy’s The Black Atlantic Modernity and 
Double Consciousness (1993) is relevant in showing how the Atlantic is 
crisscrossed by the multiple paths travelled by black slaves, free sailors, 
intellectuals, artists, political organizers and many others heading to all the major 
destinations of the Atlantic world. It also makes new considerations of the Pacific 
as a complex transnational site composed of countless island communities, which 
realizes the crucial contact between the Asian and Western Hemisphere.  
With regards to America’s condition with the hemisphere, the book 
Hemispheric American Studies (Levander & Levine, 2008) has a valuable 
collection of essays, in the manner of case studies, which pay close attention to 
archives and texts of the local and the global, with an emphasis on developing 
interpretive perspectives on mutually inflecting literary and cultural histories. The 
15 essays explore America’s cartoons, novels, film, art, music, and travel 
documents with the complex cultural history of what happened to citizens of one 
nation when they enter another, how bodies migrate across nations and how the 
migrations represent a diverse range of text and cultural forms. An example of an 
essay is the “Hemispheric Geneologies of Race” (Bauer, 2008), which 
complicates the conventional understanding of Jamestown as the mother town of 
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slavery and the US nation by considering the crucial role of the Spanish Jesuit 
settlement. The essay help understand better, on how multiculturalism has been 
shaped through the years. This book also challenges the understanding that the 
birthplace or origin will continue to play a significant role in distinguishing 
American-born creoles from the European people in the Americas, yet because of 
cross-bordering of nations, people became white, red or black after making 
contact with colonial cultures. Another interesting essay is on “I’m the Everybody 
Who’s Nobody” (Stephens, 2008), which draws the national history of the South 
versus North slaves. Using Robeson as the major character; the performances 
done in press, onstage and onscreen highlight a hemispheric dimension of black 
masculine identity and reveal how race, gender, and nation operate throughout the 
Atlantic world as discourses of political freedom. Another essay on “Of 
Hemispheres and Other Spheres” (Chuh, 2008) shows off an Asian American 
writer living in and writing about Brazil’s feelings about how Asianness remains 
immutably foreign despite nativity, citizenship, or acculturation within the US 
Essays in this book, nevertheless, inspires that the multi culture origins of 
America brings about multifaceted representations. The voices from Americans 
about their multi origin as well as non-Americans about the interpenetrations of 
the American hemisphere are also valuable input for the application of 
Transnational American Studies. 
American Studies Today (Singh, Skidmore, & Sequeira, 1995) is another 
book of collection of essays. In this book, the essay on “The Politics of American 
Studies” (Davis, 1995) is especially beneficial in clearing the understanding that 
the 1920-30s of the US was the era that built up the nationalism and patriotism of 
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America. The World War II experienced by the US has not only stimulated the 
study of and the defense of American values, but it also altered the careers and 
influences the world view of academic generations. Professors and student during 
the period also served in the Armed Forces. In this essay there are discussions on 
why the 1960s that represent America in affluence in economy and organizations 
is also indispensable.  
Discussion on nationalism is really valuable when also reflecting on 
Anderson’s Imagined Communities: Reflections on the Origin and Spread of 
Nationalism. Meanwhile, the essay on “The American Myth of Success” 
(Marsden, 1995) from American Studies Today (Singh, Skidmore, & Sequeira, 
1995) gives a better understanding on the myth of the American dream and the 
myth of success by looking into a range of literary works, be it a novel, academic 
book or magazine. (Goodrum & Dalrymple, 1990) Other discussions on the 
different kinds of myth that are related to the American tradition and new values 
are contained in the book American Cultural Patterns: A Cross-Cultural 
Perspective (Stewart & Bennet, 1991) and Advertising and Culture (Cross, 1996). 
With regards to understanding the history of advertising, how advertising 
works and its relationship to popular culture, a number of relevant books are used. 
Those to mention are Constardine’s The Case for Magazine Advertising: The 
Research Evidence (2009), Brierly’s The Advertising Handbook (1996), Leiss, 
Klein and Jhalley’s Social Communication in Advertising (1990), Marchand’s 
Advertising the American Dream (1986), Lears’ Fabels of Abundance: A Cultural 
History of Advertising in America (1994), Fowles’ Advertising and Popular 
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Culture (1996), Goodrum and Dalrymple’s Advertising in America (1990)and 
American Culture, American Tastes (Kammen, 1999). In dealing with 
advertisement, it is inevitable to relate it with the history making of consumer 
culture. For this reason, books such as the following are amiss if not being read. 
Those books are Captains of Consciousness: Advertising and the Social Roots of 
Consumer Culture (Ewen, 1977), Consumption, Identity and Style (Tomlinson, 
1990), Shopper, Buyer, and Consumer Behavior (Lindquist & Sirgy, 2006), and 
The Culture of Consumption (Fox & Jackson, 1983). These books among others 
help frame the understanding that a consumer culture exists only when women 
become the highest consumers of women magazine. Without women, products 
advertised on the media, such as the women magazines, will not be successfully 
bought and thereby, will not boost America as the world’s hegemon for popular 
culture’s products. 
In dealing with the construction of women magazine advertisements and 
how they influence women’s lives, the following books are significantly 
beneficial. To mention are: Shaping Our Mother’s World: American Women’s 
Magazines (Walker N. A., 2000), Women’s Magazine’s 1940-1960: Gender Roles 
and the Popular Press(Walker N. A., 1998), and Women in American Society 
(Sapiro, 1986). The first book recognizes that women’s images in a number of 
American magazines often deals with the domestic world. In arguing her point, 
Walker relates her views with Betty Friedan’s claim of women as the happy 
homemaker, in addition to tracing the evolution of women as household 
consumers by taking into account of Kammen’s historical framing of American 
women’s position in the 20th century. In the second book, Walker’s research on 
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women’s magazines during and following the World War II helps map out the 
influence of the popular press in shaping the gender roles of a woman as the home 
maker but also as women in the work place as nurse and factory workers. It does, 
however, also pinpoint the fact that the woman is also forced to pay attention to 
her most important duty as a wife mother to her children, which becomes the 
discussions that are also evident in the third book that is written by Sapiro.  
Women magazine advertisements functions as media for a society. In order 
to understand better about this, the book Media/Society: Industries, Images & 
Audiences (2014) written by Croteau and Hoynes is especially relevant. It homes 
in on the understanding that media has an influental way in shaping society. 
Through media, it is informed that people can learn and internalize values, beliefs, 
norms and ideologies of culture and, in so doing, develop a self-identity. Through 
media, people also learn how society has structured the sexes to some form of 
steretyping results for women in comparison to men. For this reason, the book 
also especially discusses the relationship of media and ideology, and how that 
connects to the conceptualization of the hegemony of media. The book, thus 
becomes one of the basic sources of the concepts in this dissertation. 
In addition to books, a number of influential articles from the JSTOR 
facility support the arguments of the books mentioned. To mention are the 
“Transnational Popular Culture and the Global Spread of the Jamaican Rastafarian 
Movement” (Savishinsky, 1994), “Crossroads of Cultures: The Transnational 
Turn in American Studies: Presidential Address to the American Studies 
Association, November 12, 2004” (Fishkin, 2004), “Transnational American 
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Studies: Response to the Presidential Address” (Hornung, 2005), 
“Transnationalism and the Transformation of the “Other” in response to the 
Presidential Address” (Ngai, 2005), “Transnationalism: A Category of Analysis” 
(Briggs, McCormick, & Way, 2008), and “Making Globalization Ordinary: 
Teaching Globalization in the American Studies Classroom” (Takacs, 2008).  
First, the article on Rastafarian dance movement of the Jamaican people, 
which was then developed across the borders of the US, has encouraged the 
researcher to think of the globalization of US advertisements. The article on the 
crossroads of cultures is a satisfying explanation on how globalization has assisted 
the cross bordering of one’s culture to another nation’s culture.  
Second, as implied earlier in the background of this dissertation, Fishkin’s 
article is relevant to the development of American Studies discipline, since other 
American Studies experts, such as Briggs, McCormick, and Way; Hornung, and 
Ngai, have responded to the concept of transnationalism in various ways. For 
example, Briggs and her friends discussed the similarities and differences of 
transnationalism and globalization by referring to Tsing’s definition. They say 
globalization and transnationalism can be used interchangeably because both 
enables the easy transfer of cultures to nations, which are currently understood as 
being borderless. However, both can be differentiated in that globalization is what 
makes everything in this world a part of a single imperial system; whereas 
transnationalism more or less tries to make successful the failure of US 
multinational capitalism elsewhere (Briggs, McCormick, & Way, 2008, p. 625). 
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Putting aside economic influences, the notion of the transnational also enables 
discussions of historical events, which range from: 
colonialism, Enlightenment, science, liberalism, socialism, major 
religions, such as Christianity and Islam; international (sexed) division 
of labor; the production of migrants, slaves, coolies, and other 
strangers and unfree peoples as racialized minorities; resource 
extraction and environmental degradation, as well as the more 
contemporary productions of non-governmental organizations; human 
rights discourses; free trade agreements; refugee and migrant “crises”; 
and the production of national security states in a global “war on 
terror”. (Briggs, McCormick, & Way, 2008, pp. 627-628) 
The statement above solidifies the understanding that American Studies’ 
transnationalism can have a wide area of discussion. 
By comparison, Hornung’s article discussed the political issue of American 
Studies, which should involve the branching out of American nations, i.e. the 
Latin America, Caribbean, the Pacific and the Atlantic areas. In this sense, the 
A.S.A. convention becomes the site for nations’ fruitful cooperation (2005, p. 67). 
He emphasizes, “What the West often takes for granted constitutes aspirations in 
other parts of the world. A consensus of transnational American Studies could 
bring both positions for a creative dialogue” (Hornung, 2005, p. 70). Thus, he 
opens the political perspective that America means different things to different 
people and nations. 
Lastly, Ngai’s article emphasized the idea that the transnational turn in 
American Studies gives notice to the previously ignored or marginalized academic 
inquiry. Thus, the study of the African American, women, and Latino as well as 
Asian Americans are now given as much attention as the White Anglo Saxon 
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Protestant groups. The focus on the transnational has transformed those of the 
“other” as social actors of the discipline (Ngai, 2005, pp. 59-60). 
The topic of transnationality in research is a new occurrence in Gadjah 
Mada University. It is only in 2015 that Master’s Degree students in American 
Studies Program of the Faculty of Cultural Sciences that have written about “The 
Ideology of Minority: A Transnational Study of the American New Left in 1960s” 
(Kasjuaji, 2015), “Representation of Leadership: A Transnational Study on 
Kennedy and Sukarno Movies and Novel” (Hernawati, 2015), “Searching for 
Identity: A Transnational Study of the Hippies in the 19060s and Its Aftermath” 
(Lutfi, 2015), and “Representation of Values through Popular Literature: A Case 
Study of Transracial Adoption in American Movies” (Indriani, 2015). These 
thesis springs up from a collaborative research entitled “Reformulating Identity: A 
Transnational Study on Ideology of American Minorities of the 1960s” (Adi, 
Kusharyanto, Dukut, Kasjuaji, Hernawati, Lufti, & Indriani, 2015). The 
collaborative research makes use of the theory of American Studies’ 
transnationality with the 1960s as their time frame but with different material as 
their mental evidence. Kasuaji gave his findings about America’s New Left, Lufti 
about the American Hippies, Indriani about Transracial Movies, Hernawati about 
Kennedy and Sukarno as leaders of the 1960s, Dukut about magazine 
advertisements that shape American identity and ideology, Kusharyanto about 
feminism, and Adi about the African-American as a minority community that help 
shape the identity and ideology of America. This dissertation also focuses on the 
1960s American society but only as supplementary data to discuss about the 
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occurrence of the primary data of 2007-2008 transnational women magazine 
advertisements in America and Indonesia. 
With regards to the transnationality of American popular culture, there is a 
dissertation entitled “Democratizing Beauty: Avon’s Global Beauty Ambassadors 
and the Transnational Marketing of Femininity, 1954-2010” (Feitz, 2010) from 
the American Studies program of the University of Kansas, which talks about 
Avon being an American cosmetic that has been successfully transnationalized. 
Another dissertation to mention is “Cultural Logic of the United States in the 
Globalization Era” (Ventura, 2003), which talks of globalization as an emergent 
cultural formation. In it she describes about the American popular culture 
products, such as the blockbuster films of Hollywood and the Wal-Mart franchise. 
Although both dissertations do not exclusively talk about American 
advertisements, the discussions on transnationality becomes a valuable input to 
this dissertation writing. Therefore, based on the dissertation, thesis, and BA 
collection mentioned by UMI and Proquest’s data base, the Graduate School of 
Gadjah Mada University, Bowling Green State University, and other universities 
in USA, this dissertation which concerns with the hegemony and transnationality 
of American women’s magazine advertisements is believed to be a novelty and a 
significant contribution for the American Studies’ academicians. 
In writing about the transnationality of American popular culture, this 
dissertation also gives attention to how mythological American values, which 
makes up the framing of US ideology, positions US advertisements as an 
interesting media for the global world to have. Therefore, scholarly articles about 
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the relationship between culture with its values and advertising are also read. First 
of all, the idea that transnational advertisements may contain American cultural 
values is based on the concept that advertising is a carrier of cultural values 
(Leiss, Klein, & Jhally, 1990; Pollay, 1983; Pollay, 1986; Pollay & Galagher, 
1990). A scholarly interest in the relationship between advertising and culture has 
existed ever since the early 1960s (Cheng, 1994). It was not until the early 1980s, 
however, that a seminal coding framework produced by Pollay in 1983 for 
measuring cultural values are manifested in advertising. In the process of 
understanding the meaning on cultural values, the readings from the book 
American Cultural Patterns: a Cross-Cultural Perspective, solidifies the 
definition that “cultural values refer to the goodness or desirability of certain 
actions, or attitudes among members of the culture” (Stewart & Bennet, 1991, p. 
14). In the book it is explained that cultural assumptions are not a result of attitude 
or behavior, but is a result of a process of a society’s decision on what can be 
acceptably done by its member. Being “the governing ideas and guiding principles 
for thought and action”, cultural values, which are the building blocks of a 
nation’s ideology, tend to permeate into a culture (Srikandath, 1991, p. 66). This 
statement supports the notion of advertisement as carrying culture’s ideology.  
In figuring out what may be samples of values, a research done by Chan and 
Cheng (2002) entitled “One Country, Two Systems: Cultural Values Reflected in 
Chinese and Hong Kong Television Commercials”, gives 32 kinds of cultural 
values to reflect upon. They are adventure, beauty, collectivism, competition, 
convenience, courtesy, economy, effectiveness, enjoyment, family, health, 






popularity, quality, respect for the elderly, safety, sex, social status, technology, 
tradition, uniqueness, wisdom, work, and youth. Although in Chan and Cheng’s 
research, the main data is from television commercials and not magazine 
advertisements, the result deserves attention. The wide variability in cultural 
difference that is due in part to the valences and intensities given to various 
cultural values is an interesting argument. They exclaim that there are differences 
varying along a minimum to maximum dimension, where the maximum goes to 
those found between the Asian and western cultures (Chan & Chen, 2002, p. 4). It 
is explained that some cultural values such as collectivism and respect for elders 
and tradition are more typically shown in the eastern culture. Whereas, the 
western culture represented by the US sees individualism, youth and modernity to 
be more of their stereotype (Cheng & Schweitzer, 1996; Srikandath, 1991). 
Material comfort is also a value characteristic of the American culture (Stewart & 
Bennet, 1991, p. 14), whereas the Japanese prefer more on nature comfort 
(Stewart & Bennet, 1991, p. 15). This gives the understanding that, in the 
dissertation data, most American magazine advertisements focus more on 
products of modern technology rather than natural or traditional product for 
comfort. 
In finding out how women magazine have been used as data of research, a 
dissertation about “Feminism in the Mass Media: ‘Ms.’ Magazine, 1972-1989” is 
studied. It focused on the development of feminism by making use of 
Ms.Magazine to build up a political understanding of women’s rights and issues 
(Farrel, 1991, p. 3). By comparison, the dissertation: “The Girl on the Magazine 








Mass Media, 1895-1930” is also read to learn how feminism was once regarded 
dead. It shed light on how women’s visual and verbal media imagery of 
homemakers, magazine readers and shoppers have evolved through the second 
wave of the American women’s rights movement and how and why that 
movement supposedly died by revealing a similar story about women in the first 
wave. The imagery that is particularly positioned in magazines cover is done to 
achieve an instantaneous impact of women who are viewed through a gender and 
class perspective. It is the middle-class home, which usually display magazines as 
a signal of the American family’s attainment and aspirations (Kitch, 1998, pp. 5-
8). The other dissertation, which is on “Sexing Desire: The Construction and 
Treatment of Female Sexuality in Popular Women's Magazines” (Finney, 2001) 
show the employment of teen magazines Teen, Seventeen, YM and young 
women’s magazines Cosmopolitan, Glamour, and New Woman to track the 
cultivation of a specifically feminine form of desire, which is comparable to the 
masculine one. The result of the research shows that for the purpose of generating 
revenue, the cosmetic, fashion, diet, and magazine industry have all participated in 
the creation of feminine desire. 
With regards to women magazine advertisements, in the American Cultural 
Studies program of  Bowling Green State University, there is a Master’s degree 
thesis which talks about women’s magazine advertisements: “The Business of 
Cleanliness: A Case Study of Soap Advertisements in the Ladies’ Home Journal 
1920-1929” (Sivulka, 1997). This thesis was developed three years later, into a 
dissertation entitled “Stronger than Dirt: a Cultural History of Advertising 








examples on how to discuss about advertised products in women’s magazines. 
The works, unfortunately, only discusses about soap advertisements in the 18th 
and nineteenth century, but not about the various ranges of advertisements 
published in American women’s magazines.  
Outside Bowling Green State University, there are other Master’s theses that 
are found to discuss about US women magazines that are being globalized. 
Among those to mention are “Culture of Sex: Sexual Linguistics and Discourse of 
Cosmopolitan Editions in the United States, France and India” (Trent, 2009), and 
“The Best That You Can Be: Conflicting Messages of Liberation and Oppression 
in Indian Cosmopolitan Magazine” (Brown, 2010). There is also Baehr and Gray 
(1996) that pointed to Busby’s 1975 article, “Sex Role Research on the Mass 
Media,” which an expanded a review of previous works on television 
commercials, magazine advertisements and fiction. Busby’s findings enlightens 
that males dominate media content and that the roles of males in the mass media 
have been shown to be dominant, active, and authoritative, while females have 
been shown to be submissive, passive and completely contended to subjugate their 
wills to the wills of media males. Then there is an article “Woman is an Island,” 
Judith Williamson (1986), which discussed the relationship between femininity 
and colonization as embodied in print ads, and how, thus, the Western bourgeois 
ideology uses images of women as the main vehicles, the main signifiers for the 
representation of “difference” and “otherness” within mass culture. In order to 
represent differences while drawing attention away from social inequality and 
class struggle, this ideology emphasizes the omnipresent and indisputable gender 




as it describes how patriarchal society construct women to be objects of the male 
spectator, and therefore, control the image that women are men’s property and 
desire, thus constructed women as showing her femininity and at times, narcist 
beings. 
In the Graduate School of GadjahMada University, no dissertation in 
American Studies has been written yet, which relates to the study of popular 
culture’s transnationality in advertising, that makes a focus on women magazine 
advertisement. As far as the researcher knows, there are only two Master’s Degree 
students from the American Studies Program who writes about advertising, i.e. 
“Non-Profit Advertising in American Society American Public Service 
Advertising 1945-1998” (Suryaningsih, 2000), and “The American Women’s 
Dream in Cosmopolitan Magazine’s Advertisements” (Anggraini, 2006) whose 
focus of research only touches slightly with what is projected for this dissertation. 
In the first mentioned thesis, it is argued that commercial advertisements in 
America have a number of purposes. One of those is it deals with the existence of 
civil society, which is mainly meant as a medium for the members of the society 
to participate in their community affair (Suryaningsih, 2000, p. i). Setting the 
importance for America as a pluralistic society, which do not give their problems 
to be solved by the government, the argument is more on the building process of 
Americans who reject the absolute power of the government and emphasize more 
on their own voluntary spirit. Although these do not directly deal with the main 
focus of this research dissertation, the input on the American society in between 
1945–1998 can be a comparative data to the contemporary American culture. 
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The other American Studies master’s thesis deals with thirteen types of 
advertisements found in the Indonesian version of Cosmopolitan (Anggraini, 
2006). Without a clear step by step methodology grounding the data 
interpretation, however, she concludes that the advertisements show women’s 
dreams of having a slim body, young outlook, white complexion and having 
trendy outfits. As a comparison, this research dissertation uses the semiological 
means of doing content analysis to interpret the text, context and mythical 
messages of women’s magazine advertising. The interdisciplinary perspectives of 
the American Studies support this by generating a whole outlook of the 
contemporary American culture, values and beliefs. With regards to Anggraini’s 
thesis discussion, some of her findings from the Indonesian Cosmopolitan 
magazine may be referred to support this dissertation because similar types of 
advertisements from the US Cosmopolitan may come up again in future editions 
and in many other versions from a range of countries. This may occur due to the 
universal or transnational nature of magazine advertisements. 
1.7. Theoretical Framework 
1.7.1. Transnational American Studies 
This research is under the American Studies discipline, which investigates 
American culture through an effort of investigating something by taking account 
as many perspectives as possible (Smith, 1957, p. 197). A research that employs 
an American Studies theory makes use of concepts that collaborate with various 
disciplines by making “conventional methods of inquiry” (Smith, 1957, p. 207). 






angle on a traditional subject matter, or to look on an event from several angles, 
but because the concept of culture around which American Studies revolves cuts 
across and includes the content of all other disciplines (Sykes, 1968, p. 74). As a 
discipline, Bradbury and Temperly state that the interdisciplinary characteristic of 
American Studies is more “reliable and valid than the adoption of a single 
approach” (1994, p. 22). 
In American Studies there is an Old and New paradigm. In the Old 
American Studies, scholars refer to Parrington’s 1927 theory of an “intellectual 
history synthesis” that basically asks scholars to synthesize the concepts of many 
previous and up-to-date intellectuals. Parrington’s model has been developed later 
by McDowell in 1948, who argues that the American civilization can only be 
understood when both the past and present is studied through an interdisciplinary 
perspective to help comprehend the future of the American phenomena 
(McDowell, 1948, p. v). In studying American society and culture, McDowell’s 
premises the reconciliation of past-present-future, in addition to the reconciliation 
of academic disciplines, and reconciliation of region-nation-world (1948, p. 820). 
The three reconciliations from McDowell, allows a comprehensive and integrative 
understanding of the reasons of using of US materials such as magazine 
advertisement as a micro culture of what is to become the representation of the 
macro culture, i.e. the American experience. In its development, Leo Marx 
conceptualizes the micro to macro approach in 1979, to which Wise states in his 
“Paradigm Dramas” about how the pluralistic condition can open up the pavement 
for “ethnic studies, black studies, women’s studies, folklore studies and popular 








American Studies its unique and important contribution to the academia (Gurian, 
1969, p. 79). Seeing the importance of the interconnection of disciplines then, 
although material in this research are magazine advertisements, in analyzing it 
perspectives from multi disciplines are encouraged for the advertisements’ 
analysis and interpretations. When American Studies scholars say they make use 
of multi disciplines to dissect an American phenomenon, other than literary texts 
such as a novel or poem, they mean to include popular culture products such as 
the historical Brooklyn Bridge offered by Trachtenberg in 1965. In “Listening to 
Learn and Learning to Listen: Popular Culture, Cultural Theory, and American 
Studies” accounts for that decade of how to deal with popular culture, which is 
proven crucial to the development of scholarly research in American Studies 
(Lipsitz, 1990). Lipsitz remarks that the fusion of popular culture, political 
economy and cultural theory has defined new possibilities for studying and 
understanding American culture. Provoked by the social and cultural changes of 
what was happening to scholars, such as Himes, and Parker of the 1940s who 
triggered the obsolescence of old boundaries dividing popular culture from high 
culture, Lipsitz sees there is an “importance of focusing on the contexts and 
processes of cultural creation, rather than just on validated texts” because there is 
recognition that the “generation and circulation of ideas and images pervades all 
forms of social life” (1990, p. 624). He further states his belief that art and culture 
is everyone’s everyday life, so he emphasizes although “zoot suit, the Lindy-hop, 
and bop music constituted commodities within commercial culture, they also 








would later refer to the “inescapably mulatto nature of American culture” (Lipsitz, 
1990, p. 624).  
After the 1990s, a New American Studies paradigm emerges with Fishkin’s 
theory on Transnational American Studies. In her Presidential address, she 
reasons that many scholars have been attracted to American Studies nature in 
“capaciousness, its eschewal of methodological or ideological dogma and its 
openness to fresh syntheses and connections” (Fishkin, 2004, p. 19).  But unlike 
the Old American Studies concept, Fishkin addresses that American Studies 
scholars are more than ever asked to “focus less on the United States as a static 
and stable territory and popularization where most characteristic traits was our job 
to divine” and “more on the nation as a participant in a global flow of people, 
ideas, texts, and products” (2004, p. 20). This concept is based on the global 
phenomenon of internal and external migrations the US has been experiencing, 
which makes a diffusion of cultural forms. As a consequence, the spread of US 
capital and commodities are issues that should interest current researchers to study 
in depth. 
Citing Rowe (2000), Fishkin requires scholars to do cross border research 
on popular culture products such as advertisements in magazines that have 
traveled transnationally to a globalized society. Upon the idea of cross bordering, 
in Post-Nationalism, Globalism and the New American Studies, Rowe mentions 
that it deals with the “intersections and interactions of the different culture of the 
United States” that “include a reconsideration of national cultural boundaries” 




immigrants who have multi cultures entails a look into the kinds of cultural 
hybrids as effects of time is becoming relevant of for American studies’ scholars. 
Rowe explains as follows: 
Attention to the hybridities established requires scholars to look at the 
multiple cultural influences involved in important social formations; 
such as cultural complexity is often invisible when historical changes 
are viewed primarily in terms of the assimilation of “minor” cultures 
to a “dominant” social system (2000, p. 20). 
As an example of transnational work is on how American literature, which is 
written in other languages besides English is developed in the twenty first century 
to show the increasing recognition for American literature throughout the globe. 
This is probable since Fishkin believes, a “cultural work done by American 
writing outside the United States is a valid subject of study, as well” (2004, p. 26). 
In literature, Fishkin exemplifies the transnational idea in the following:  
Ursula Heise’s recent look at the ways in which novels by Karen Tei 
Yamashita, a Japanese American writer who spent almost a decade in 
Brazil weave their storylines around transfers and migrations between 
the United States, Latin America, and Japan and draw on North 
American multicultural writing and Latin American magical realism 
as well as, to a lesser extent, on the techno-postmodernism that 
flourished both in the US and Japan from the 1980s onward.(Fishkin, 
2004, p. 32) 
Fishkin (2004) continues to explain that it is interesting to reflect to Leo Oufan 
Lee, who talks about the effects of literature towards the social and political 
contexts around the world. Lee says that Lin Shu, who translated Uncle Tom’s 
Cabin into Chinese in 1901, has presented the book to Chinese readers as a 
caution that the story about America’s treatment towards the black Americans can 
be carried over to yellow people, too. According to Fishkin, the cross border or 
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crossroads of cultures discussed historically emerged from the number of migrants 
who came in the USA ever since two centuries ago. This is based on the opinion 
that the USA “is and has always been a transnational crossroads of cultures” that 
has hosted “other crossroads of cultures as it has crossed borders” (Fishkin, 2004, 
p. 43). To explain what she means, she illustrates the following:
Reading Thoreau helped inspire Gandhi to develop his own 
brand of civil disobedience, which crossed the Pacific to inspire the 
civil rights movement; the idea of dissent through civil disobedience 
as particularly American resurfaced in Asia when Tiananmen Square 
protesters used the Statue of Liberty as a symbol. African, African 
American, and Eastern European musical traditions met and mixed in 
the United States to produce jazz, which traveled back to Europe to 
shape, among other things, a large swath of twentieth-century Czech 
poetry and the architecture of Le Corbusier. The story of these 
apparently “American” phenomena – civil disobedience and jazz – is 
stories of transnational flow, as is the story of America itself”... In the 
twenty-first century, American Studies is increasingly doing justice to 
the transnational crossroads that we are and, indeed, that we always 
have been. (Fishkin, 2004, p. 43) 
Understanding US literature and popular culture can now be done anywhere in the 
world. Writers and players of US popular literature and culture does not 
necessitate an American citizen to do it, but rather with transnational American 
Studies in mind, non-American citizens who writes about and performs American 
works are welcomed and appreciated, too. In support of Fishkin’s idea, according 
to Hornung, the transnational crossroad of the American culture springs from the 
1990s campaign of internationalizing American studies which accompanied the 
“process of (economic) globalization spearheaded by the USA’s Clinton 
administration and a world-linked by the internet” (Hornung, 2005, p. 67). With 
the internet technology, nowadays studying about America can be done anywhere 
and at any time of the day. 
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The transnational concept in American Studies is identical to globalization 
when related to Ngai (2005, p. 60) who sees the transnational approach as a way 
to revisit things with “new insight and nuance” about the “global flows. As 
stipulated by Hornung, American Studies’ transnationality gives a promising sign 
for “all non-American scholars’ intent on contributing to international research on 
American literature, culture, history, and politics” (2005, p. 71). Taking into 
account the nature of American Studies discipline with its methodology as 
discussed above, a non-American therefore finds significance in doing 
contemporary popular American magazine advertisement for a dissertation 
research. With a Transnational American Studies theory, the purpose of 
understanding the transformation of a globalized American culture through an 
interdisciplinary perspective is, thus, possible. 
1.7.2. The Concept of Representation 
Magazine advertisement is understood to represent some kind of social life. 
For this reason, the concept of representation theorized by Stuart Hall is used in 
this research. In his book on Representation: Cultural Representations and 
Signifying Practices he says,  
Representation connects meaning and language to culture… 
‘Representation means using language to say something meaningful 
about, or to represent, the world meaningfully, to other people.’ You 
may well ask, ‘Is that all?’ Well, yes and no. Representation is an 
essential part of the process by which meaning is produced and 
exchanged between members of a culture. It does involve the use of 
language, of signs and images which stand for or represent 
things.(2002, p. 15) 
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In giving further understanding about representation, Hall also cites the Shorter 
Oxford English Dictionary, which states: 
(1) To represent something is to describe or depict it, to call it up in the 
mind by description or portrayal or imagination; to place likeness 
of it before us in our mind or in the senses: as, for example, in the 
sentence, ‘This picture represents the murder of Abel by Cain.’ 
(2) To represent also means to symbolize, stand for, to be a specimen 
of, or to substitute for; as in the sentence, ‘In Christianity, the cross 
represents the suffering and crucifixion of Christ.’ (2002, p. 16) 
Hall explains representation of the two human figures in a painting that it “stand 
in the place of, and at the same time, stand for the story of Cain and Abel” (2002, 
p. 16). Then in the case of the Christian cross, which in reality only consists of
two planks nailed together, one vertically and a shorter one on top of it place 
horizontally, “symbolizes or comes to stand for a wider set of meanings about the 
crucifixion of the Son of God” (Hall, 2002, p. 16). Through the above concept of 
representation which means ‘to stand in for something’, Hall gives an 
understanding that it is a statement or act made to influence an opinion or action. 
It is also a word to explain that what is seen in media is a representation of what is 
to be real. Representation not only involves how cultural identities are expressed 
or constructed in a text but is also constructed in the process of production and 
reception by the society who consume certain cultural values. It is quite 
impossible to portray every aspect of an individual, or photograph; but in a media 
representation, such as an advertisement, certain features of personality or 
appearance get highlighted or enhanced. As mentioned above, representation 






Hall explains that it can make use of three kinds of approaches to ascertain 
meaning, i.e. 
In the reflective approach, meaning is thought to lie in the object, 
person, idea or event in the real world, and language functions like a 
mirror, to reflect the true meaning as it already exists in the world. 
(2002, p. 24) 
 
In this case, Hall cites the poet Gertrude Stein, who once said, ‘A rose is a rose is 
a rose’. In the first approach, representation in reflective approach is, thereby, the 
act of representing the likeness or mirror image of something or someone. In the 
second approach, Hall premises that, 
it is the speaker, the author, who imposes his or her unique meaning 
on the world through language. Words mean what the author intends 
they should mean. This is the intentional approach. (2002, p. 25) 
 
In other words, the intentional approach leaves little room for a reader to make her 
own interpretations, which may base on her individual experiences. This is in 
opposition from the third approach, i.e. “the constructionist approach to 
meaning in language which offers an acknowledgement that the reader has an 
important role in the construction of meaning” (Hall, 2002, p.25). He explains, the  
things in themselves and the individual users of language cannot fix 
meaning in a language [because] things don’t mean: we construct 
meaning, using representational systems – concepts and sign (2002, p. 
25).  
 
Signs are those things that “symbolize, stand for or reference of objects, people, 
and events in the so-called ‘real’ world” and “imaginary things and the fantasy 
worlds or abstract ideas which are not in any obvious sense part of our material 








advertisements that applies interpretations of the researcher, the constructionist 
approach offered by Hall in his representation theory is the most appropriate to 
use. This is because, in interpreting the products advertised in an advertisement, 
consideration is taken for things that are not meaningful unless there is a certain 
construction to ascertain some kind of meaning to it. 
In the video lecture “Representation and the Media” (2014) Hall informs 
that actually, the word representation itself is not easily defined because it carries 
a double meaning. Representation means a depiction or offering of something, yet 
it also refers to something that was already there and it is being represented once 
more (Hall S., 2014, 02:40-03:16). A representation, thus, has meaning only if it 
is somehow represented again. In his phenomenal work “Encoding/ Decoding”, 
Hall gives further clarification that much of the meaning people preceive from the 
world comes from medias such as television, internet, advertising, news, print and 
other forms of media. In advertising discourse, Hall (2002, p. 168) explains that 
there is “no purely denotative”,  and certainly no “natural” representation. Every 
visual sign in advertising connotes a quality, situation, value or inference, which 
is present as an implication or implied meaning, depending on the connotational 
positioning. This means that a study on the culture of the American society is 
significant in finding out the connotations a US advertisement is trying to 
represent to readers from the US and from other nations it decides to cross-border.  
In analyzing women magazine advertisements, in addition to using the 
constructionist approach, Hall’s concept of representation is dealing heavily with 




shown through women’s images and their products. With this condition, the 
understanding of why women are imaged in such a way, thus also invites the 
perspectives of those concerned with femininity, gender ideology, and also 
hegemony. Hall mentions that questions of power are continually probed as it 
“expands and complexify the understanding of the process of representation” 
(Hall, 2002, p. 3). Central questions about the difference and the Other-ness, as 
well as the effects of consumer culture, according to Hall explains how through 
negotiations of cultural hybridity there are particular representations of gender and 
hegemony ideology. For this reason, the mentioned perspectives are elaborated in 
the following sub sections. 
1.7.2.1. Semiotics and Women’s Images 
Advertisements use language to communicate what is considered 
outstanding in a product. Language is sometimes referred to as a “semiotic 
system” (Carter, Goddard, Reah, Sanger, & Bowring, 1997, p. 2) because it has 
elements that would combine with other elements to produce some type of 
communication. These elements to semioticians are often referred to as signs. 
Like Hall, Griffen defines semiotics as signs that are “concerned with anything 
that can stand for something else” (2009, p. 323). This gives reason that in the 
theory of representation, the way to understand advertisements is through semiotic 
means.  
In studying advertisements, Solomon (1998), Williamson (1992), Lehtonen 
(2000), Sivulka (2000), and Shields & Heinecken (2002) regards Roland Barthes’ 






reading of the signs. It is in Barthes’ semiotics that an advertisement as a sign can 
become a signifier of something to become a signified thing by viewing it 
connotatively and later denotatively to go through a secondary level of 
signification. With this level of interpretation, within an advertisement some kind 
of ideology and identity of a popular culture can be identified. 
By Barthes’ definition, a sign is the combination of a signifier and a 
signified. Similar to other semiotician’s understanding, a sign cannot stand alone. 
However, Barthes sees further that when one sign is seen, there are numerous 
other signs that unconsciously go with these signs. He uses the notion that in 
producing a sign there must be a signifier, which is the actual material element 
that one can observe such as a red stop light. The other is the signified sign, which 
is how people in society attribute to the meaning of that signifier. In this case, an 
example of the signified would be the understanding to stop when the light is red. 
Together, the signified and the signifier create what is known as the stop light. 
This theory can be used to understand the meaning of a yellow and green light as 
well. 
In his phenomenal work Image, Music, Text (1977), Barthes show the way 
to analyzing the cultural significance of wrestling to striptease, and from toys to 
plastics. It was he, who established the political dimensions of semiotic analysis 
for popular culture. According to Maask and Solomon (1997, p. 5) Barthes’s main 
argument is that: 
all social behavior is political in the sense that it reflects some 
personal or group interest. Such interests are encoded in what are 
called “ideologies,” or world views, that express the values and 









That is why the verbal and non-verbal signs of magazine advertisements should be 
analyzed through a denotative level and then through a connotative one to find 
some ideological framework. Barthes analysis makes a connotative interpretation 
by taking consideration the surroundings of the advertisement, such as what is 
socially, culturally, and politically hidden behind the construction. This action 
produces a multi-layered semiotic reading of an advertisement as a signifier and 
signified data (read Dukut, 2007). Thus, giving attention to an advertisement as 
carrying a number of signified signs and signifiers, that are more than once 
interpreted denotatively and then connotatively, the values that are used in the 
advertisement are better understood.  In an example of a sweater’s function in a 
Kohl’s clothing advertisement Hall explains, a sweater signifies a “warm 
garment” (denotation) and the activity or value of “keeping warm” (2002, p. 169). 
He also believes that at its connotative level, the sweater signify “the coming of 
winter” or “a cold day” (2002, p. 169).  He also understands that in a specialized 
sub-codes of fashion, a sweater connotes a fashionable style of haute conture, or, 
alternatively, an informal style of dress. Set against the right visual background 
and positioned by the romantic sub-code, however, the sweater connotes a “long 
autumn walk in the woods” (Hall, 2002, p. 169). Barthes hints that through his 
second level of conotation, verbal and nonverbal signs in advertisement show up 
some kind of lifestyle. 
In studying advertisements, Brierly (1996, p. 204) remarks that copywriters, 




Firstly and obviously, they construct denotative meanings; recognizing 
and comprehending words and images for their immediate meaning 
that we all share (recognizing a tree as a tree, etc.) Secondly, they use 
metaphors and connotative meanings that culturally specific groups 
can understand; …(red roses meaning love, a tree standing for 
strength, reliability, nature, family (tree), etc.). And finally, they try to 
anchor meanings on a personal level by reminding people of eventful 
or memorable things that have occurred in their lives in a preferred 
way (…images of new born babies, which trigger people’s memories 
of births of their own children…). 
Meanwhile, the communication expert, Berger (2000, pp. 175-176) supports 
Barthes’ semiotic reading by focusing on both the verbal and non-verbal signs. 
In interpreting advertisements, questions such as the following are used: (1) 
What is the general concept of the advertisement? What kind of mood does it 
create? How did it achieve that? (2) How is it designed? How are the components 
and basic elements organized? (3) What is the relationship between the picture 
and what is written? What does it say to the analyst? (4) What signs and symbols 
are found? What roles do they play? (5) Are there personal figures (a man, a 
woman, children, animals) in it? What kinds of expressions do they show? How 
are their pose, hair style, ethnicity, education, relationship? (6) What is the 
background like, what does it suggest? Where the setting is and what meaning 
does it suggest? (7) What themes are shown? What is the advertisement about? 
(e.g. is the plot about the scene of a woman and man drinking tea or about 
jealousy or truthful relationship?) (8) Is the kind of language used in the 
advertisement showing information, or does it create certain emotional responses 
or both? What techniques are used by the copywriter: humor, life’s values, 
comparison, gender or sexual critiques? (9) How is its aesthetical value? What 






does the lighting and color influence the understanding? and (10) What 
sociological, political, and cultural view points are grasped through the 
advertisement? In semiotics, like Saussere and Barthes, who influenced Berger 
believes that there is no direct relationship between a word and a thing, and the 
two is culturally negotiated and liable to change if cultural conditions suggest so. 
Magazine advertisements are therefore data that can illustrate what a society with 
a certain culture are thinking and believing in either a global, national or local 
scope. 
In Hall’s concept of representation, Barthes’ recommendation from his 
book, Elements of Semiology (1981) helps build up the definition of 
representation. Barthes recommends that a wide enough material or corpus is 
needed to identify “a complete system of resemblances and differences” that 
produces an “identity of signs” (p. 97). For this reason, finding out what become 
the dominant tropes of advertisements can only be achieved by viewing 
advertisements from a wide range of magazines. This may mean more than one 
edition of a single type of magazine or from different types of magazines 
originating from a country or even from different countries. Yet, in deciding the 
“varied but temporarily limited corpus”, Barthes (1981, p. 98) suggests that it is 
more preferable to narrow the corpus into one that is “stretched over a length of 
time.” This means that a certain time frame needs to be used as reasons of 
choosing which magazine advertisements become the research data. This is 
necessary in order to discover a system of representation of a particular time that 




suggestion above, the magazines used as data for this dissertation, consequently 
make use of a number of magazines with a number of issues per magazines. 
This dissertation makes use of women magazine advertisements that 
advertise a large number of products for women. According to Hall (2002), in the 
theory of representation, semiotics may use some perspectives from Betty 
Friedan’s The Feminine Mystique (1974) and Naomi Wolf’s The Beauty Myth 
(2002) as a way of understanding the representations of the women’s images in 
advertisements versus real women. Hall (2002, p. 346) says, “Early feminist 
approaches to media were concerned with the role of the dominant media images 
of women in circulating and maintaining established beliefs about the nature of 
the feminine and the masculine and the proper roles to be played by women and 
men, wives and husbands, mothers and fathers”. The feminists, he continues, 
usually attack images that represent the stereotyping of women rather than the 
positive images of the “psychologically rounded character” of real women (2002, 
p. 346). Hall believes, this kind of analysis is problematic in that the accurate
reflections of the human nature are not guaranteed. For this reason, through his 
book Hall suggests that in analyzing women images in magazine advertisements, 
the real conditions of the women should be asked and reflected to whose reality 
and what that reality is about in accordance to whose opinion. In answering the 
question, Hall appreciates sociological and psychological ideas that can help 
represent the images in accordance to the understanding of the concept of what he 
terms as a cultural significance. Thus, a representation analysis of women in 
advertisements will depend on how they are “called on within the particular 
genres or narrative forms which use them, as well as the circumstances of their 
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production and reception, and the social context of their audiences” (p. 346). This 
is why analyzing women magazine advertisements must take into account of the 
cultural construction of a society’s understanding of women’s roles or images. 
1.7.2.2. Ideology, Gender Ideology and Consumer Culture 
The cultural construction of a society usually goes by the worldview or 
ideology that has been set by that society. According to Storey (2001, p. 2-5) in 
Cultural Theory and Popular Culture, ideology can be defined into five 
meanings, it (1) refers to a systematic body of ideas articulated by a particular 
group of people; (2) suggests a certain masking, distortion, or concealment of 
images of reality; (3) is closely related to ‘ideological forms’, which draws 
attention to the way in which texts always present a particular image of the world, 
such as the images of inequality, exploitation and oppression; (4) is similar to the 
definition to ‘myth’ like that defined by Barthes, because ideology operates 
mainly at the level of connotations, the secondary, often unconscious meanings 
that texts and practices carry, or can be made to carry; and (5) is a body of ideas 
that is countered in the practice of everyday life, which suggests some kind of 
relations of power. This last definition is suggestive of Marx’s concept of 
ideology, which according to Hall (2002, p. 48) positions power to identify class 
position that is related to the capitalist economy and the ruling ideas of the 
dominant society’s interest.  
In the case of advertisements as a form of media, however, Hall is more of 
an agreement with Foucalt in defining ideology as the political and social form of 
thought for knowledge, truth, and power. In knowledge, the combination of 
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discourse and power is seen from how a society has put into practice the basis of a 
certain historical period, setting, and context, in order to arrive at a “regime of 
truth” (Hall, 2002, p. 49). In power, Foucalt believes that ideology does not 
always come from the ruling class of top to bottom, but instead it can “circulate” 
and is found “operating at every site of social life – in the private spheres of the 
family and sexuality as much as in the spheres of politics, the economy and law” 
(Hall, 2002, p. 50). Hall also explains that Foucalt‘s ideology not only speaks of 
the negative and repressive side but also on the productive side, which induces 
pleasure and produces discourse. For example, 
The efforts to control sexuality produce a veritable explosion of 
discourse – talk about sex, television and radio programmes, sermons 
and legislations, novels, stories and magazine features, medical and 
counseling advice, essays and articles, learned theses and research 
programmes, as well as news sexual practices (e.g. ‘safe sex) and the 
pornography industry. (Hall, 2002, p. 50) 
Thus, upon inspecting what may be interpreted as an ideology in women 
magazine advertisements, the background that produces the discourse is 
researched, in order to arrive a more complete understanding of what sets the 
image of an advertisement.  
According to Croteau and Hoynes(2014, p. 159) ideology is a complicated 
term as the definition will depend on the context used. They say, when media 
scholars use the term, the interest is in the comparison of the media’s underlying 
images, with that of the real worldview, belief system and values a society 
provides (Croteau& Hoynes, 2014, p. 160). Because of that, in studying magazine 






magazine advertisements, induces an understanding of a gender ideology of 
women. The image that a woman is the one that has the responsibility of the well 
functioning of the home, the well managed family’s health and diet, in addition to 
keeping herself fit and beautiful for her husband makes women magazine usually 
project on advertisements for cosmetics, fashion accessories, household 
equipments, vitamins and various food menus for women.  
 The choice of products advertised in magazine advertisements, which 
depicts women as good wives and mothers according to Korabik, McElwain and 
Chappell (2008) is actually based on the gender role ideology of men who is 
known to have the priority of putting importance to their work responsibilities, 
whereas women are to family responsibilities like taking care of the children and 
making sure that the home is clean and all household matters would run in order, 
even though some women have become paid-employed outside the home (Gutek, 
Searle &Klepa 1991; Noor, 2003). Ungaretti & Etchezahar (2013) have a similar 
definition of gender role ideology. They believe it is a historical construction 
whose meanings of being a man and woman is defined and contextualized by 
different cultures that stereotype and builds up the systems of masculinity and 
femininity. They explain further that in women the stereotyping are confined in 
“the role of being a wife, housewife, and mothers; and being weak creatures who 
need protection from the men who are regarded as having a more privileged place 









Referring to stereotypical representations of women in magazine 
advertisements, Walters (1995) have a similar concept to Gutek, Searle & Klepa 
(1991), Noor (2003), Ungaretti & Etchezahar (2013) understanding that “the 
ideological effectiveness of stereotypes is based on the experience of them as not 
simply ‘erroneous’ or ‘false’, but rather as structurally reinforced ideological 
forms of repression” (p. 42). Walters believe that women stereotypes are “deeply 
embedded in structures of oppression and domination and become prescriptions 
for behavior and modes of social control” (1995, p. 43). Women are given 
different realities from which she can choose or, at least, are given the impression 
that they can. Besides their functions as a source of information, as a means of 
monitoring the social context, and as a supply of entertainment, the women 
magazine media is thus a source of social identities of gender, which preserves a 
sense of belonging to a certain collective community, culture, and some kind of 
political order. As a source of social construct, the women magazines display their 
influence in portraying individuals or groups of individuals in a certain manner, in 
shaping and reshaping stereotypes by means of which people relate to the 
surrounding world and to the other individuals. Such is the case of the social 
construct of gender and its stereotypical imageries that the women magazine 
generate and disseminate, and which constitute one of the main research interests 
of scholars within the field of gender and American Studies. 
Departing mainly from the psychological perspectives on gender 
construction, studies that addresses the images of women and sex-role 
stereotyping in various mass media defines women magazine advertisements as 








“symbolic manifestation of prevailing social norms and ideals,” and “socializing 
agent for all Americans” and as “a teacher” that transmit “messages and 
meanings” (Walters, 1995, p. 32).  In most quantitatively based research on media 
point to the dominantly masculine, patriarchal ideology that dictates specific 
gender divisions and the making of exclusive social roles for women. Promote a 
persistently sexist imagery, the media shows “the relegation of women to a 
limited set of roles largely defined within the world of the family and the home” 
(Walters, 1995, p. 33).  
Examining the relationship between media images of women and women’s 
role in American society, Tuchman (1979) argues that women are under-
represented, trivialized and condemned by the media because of their lack of 
power: 
The very underrepresentation of women, including their stereotypic 
portrayal, may symbolically capture the position of women in 
American society--their real lack of power. It bespeaks their 
“symbolic annihilation” by the media. For, just as representation in the 
media signifies social existence, so too underrepresentation and (by 
extension) trivialization and condemnation indicate symbolic 
annihilation. (p. 533)  
 
Researchers also tried to relate mass media to the larger context of positive social 
change in terms of gender equality and women’s empowerment, emphasizing the 
lack of synchronicity between media’s symbolic representations and the manifest 
changes in social reality. Yet, Tuchman’s essay “The Symbolic Annihilation of 
Women by the Mass Media,” underlined the following: 
Mass media maintained sex-role stereotyping even in the face of a 








the work force and were beginning to define themselves not only as 
wives and mothers but also as workers. (Walters, 1995, p. 34) 
 
Mass media images of women are, thus, seen as “having a direct and unmediated 
relationship with the reality they either distort or reflect” where one “assumes a 
one-way flow between image and viewer, with the image acting on the viewer by 
prescribing roles and behaviors to a largely unspecified and undifferentiated 
receiver of the cultural message” (Walters, 1995, p. 41). Thus, the audience is 
challenged to have no role in the construction of meaning.  
 One of the reasons why advertisements in women magazine focus so much 
on images that will please the women is because women has been the number one 
target for consumer culture. With some leisure time to enjoy reading about 
products advertised in magazines, consumer culture tries to make sure that women 
are continually experiencing pleasure from the advertisements. According to 
Onufrijchuk, the twentieth century’s industrial society marketers have realized 
that people have 
a far greater discretionary income, leisure time, and employment 
security than ever before, work was no longer the focus of everyday 
life. The sphere of consumption could take its place. By linking 
consumption through electronic media to popular entertainment and 
sports, marketers and advertisers eventually fashioned a richly 
decorated setting for an elaborate play of messages (increasingly in 
imagistic or iconic form) about the ways to happiness and social 
success. (1990, p. 53) 
 
The dramatic and sustained rise in the real income and purchasing power of the 
average person in western consumer societies, have allowed people the access to a 
huge and constantly changing array of goods. The century’s technological 








advertisement messages take the functions of being informational and 
transformational (Pollay, 1984, p. 73). Through the informational function, 
consumers are usually told something about the products’ characteristics, whereas 
through the transformational function, advertisers try to alter consumers’ attitudes 
towards certain products’ brands by way of expenditure patterns, lifestyles, and 
techniques for achieving personal and social success. The implication here is that 
consumer culture should make itself successful, by inducing some life values or 
ideologies to women and the rest of the society to continually desire for the 
satisfaction of possessing advertised products. In other words, advertising 
products, thus, should make people feel it is worth buying as the products can 
make people happy, satisfied, successful, and have some kind of prestige or social 
status. The possession of abundant materials according to Lindquist & Sirgy, (1) 
reflects the self-worth of consumers, (2) rewards societal contributions, (3) leads 
to control, (4) help achieve secular immortality, (5) is encouraged within certain 
religions, and (6) is a route to happiness (2006, pp. 529-530). It is understood that, 
first, in American culture and other societies who are in the level of consumer 
culture, the possession of materials reflects self-worth because people aspire to 
achieve status and self-esteem. As a consequence, products that promote the 
cultural value of success, satisfaction and happiness is usually well-received by 
consumers. Second, according to a capitalist view, affluence and materialism 
reflect the individual’s contribution to society. This means, the more affluent 
someone is the more achievement or success traits that someone can show. Third, 
according to Marxist and neo-Marxist view, affluence is the vehicle for social and 








someone can have in controlling others. Fourth, the pursuit of wealth through 
material possession is considered positive in a consumer society because when 
that someone is about to die, she would donate her materials to others, thereby, 
her social prominence can continue after death. Fifth, particularly in the US, 
commercialism and consumption have been allied to religion because the 
acquisition of wealth has been made sacral by certain fundamentalist Christians as 
being a pathway to showing good deed to others. Lastly, the possession of 
materials promises the route to happiness, which is just around the corner. It is for 
this reason then, that most advertisements make a continuous effort of telling 
people that they will not be satisfied unless possessing this and that products. In 
other words, it makes sense to say that dealing with a consumer society, means 
dealing with people who are materialistic.  
 Discussing about the rise of a consumer culture, Lindquist and Sirgy also 
say that there are three kinds of factors influencing it, they are (1) external 
facilitating factors, (2) external socio-environmental factors, and (3) internal 
motivational factors (2006, pp. 525-527). First of all, in external facilitating 
factors, it is reasoned that a consumer society is likely to develop within a culture 
that has the technical factors of a satisfactory supply of goods and services, 
growth of production capabilities, growth of mass marketing institutions, growth 
of communications and transportation technologies, growth of advertising media, 
and innovation. An abundant supply of goods and services is an influential factor 
to a consumer culture. As a society’s economy begins to meet demand with 
supply, shortages of goods become less common and a steady production of the 








motivated to work and deserve to have the rewards of their hard work. With this 
happy working attitude, production capabilities begin to rise. In the marketing 
side, mass market institutions also rises along with the growth of advertising 
agencies, marketing research firms, mass merchandise retail outlets and channel 
intermediaries that resulted from increased production of goods and services. 
Communication and transportation technologies with advances of advertising 
media and certain economic factors, such as increased wealth and purchasing 
power have also help a significant development of a consumer society. 
Second, in external socio-environmental factors, a consumer society is not 
possible unless favorable environmental conditions occur. The faster the rate of 
urbanization, the greater is the likelihood of economic development. As people 
become more urbanized, they become less self-sufficient. Clothes and houses are 
no longer self-made. Instead everything is bought from businesses. Economic 
power through employment is also gained through the offering of specialty skills 
to businesses that are dispersed in various locations that geographic mobility 
arises in a consumer society. As an effect of this, however, the interdependence of 
family members weakens. People would then place a greater value on material 
possession rather than a close-knit family relationship as was the case before 
industrialization occurs. In the case of cultural or societal values, a strong work 
ethic motivates people to work highly and become an enhancement to purchasing 
power. This economic power leads to the rise in materialism, which produces 
people to spend on more and more consumer items like what was happening in the 





Third, in internal motivational factors, the development of a consumer 
society is based on the grounding that people are economically motivated. This 
means that there are people who desire for possessions to signify a certain societal 
status. People in this condition believe that their needs and desires can be fulfilled 
by acquiring abundant goods and services. Possessing abundant products in a 
consumer culture society is, thus, seen as a positive action because it prepares the 
people to become a globalized society.  
1.7.2.3. Globalization, Glocalization and Cultural Hybridity 
In dealing with magazine advertisements as materials for popular culture 
research, Stafford (2014) suggests that not only do the word globalization, but 
also hybridity becomes a central concept to use in the theory of representation. On 
the one hand, globalization relates to the interpretation that “the world is 
becoming more uniformed and standardized, through a technological, commercial, 
and cultural synchronization emanating from the West and that globalization is 
tied up with modernity” (Pieterse, 2006, p. 658).  Here, Pieterse informs that 
globalization may also be understood in terms of “an open-ended synthesis of 
several disciplinary approaches” (2006, p. 658). He says that economically 
globalization refers to economic internationalization and capitalist market 
relations. Culturally, with the focus on global communications, there arises a 
worldwide cultural standardization, such as in the American Coca-Colanization 
and McDonaldization. This is why to Giddens, globalization is defined as “the 
intensification of worldwide social relations which link distant localities, in such a 






and vice versa” (1990, p. 64). To Walkosz, Jolls and Sund, the concept of 
globalization has resulted from “McLuhan’s prediction of the connected global 
village”, whereby the village is the worldwide “interdependent environment that 
has enormous political, social and economic ramifications” (2008, p. 3). In this 
kind of environment, people from around the world can enjoy the same kind of 
magazine advertisements, henceforth, desire the same kind of advertised products 
and see each other’s lives portrayed in the media, although people are 
geographically miles away from each other. 
In order that products can enjoy a global popularity, some forms of cultural 
hybridity is usually interplayed. Basically, hybridity is a term which is originally 
used in biology to refer to a selective breeding of plants to produce new varieties 
with better qualities. In order that products can enjoy a global popularity, some 
forms of cultural hybridity is usually interplayed. Basically, hybridity is a term 
which is originally used in biology to refer to a selective breeding of plants to 
produce new varieties with better qualities. In the study of culture, according to 
Pieterse hybridity at the general level,  
concerns the mixture of phenomena that are held to be different, 
separate; hybridization then refers to a cross-category process. Thus 
with the linguist Bakhtin (1968) bybridization then refers to sites, such 
as fairs, that bring together the exotic and the familiar, villagers and 
townspeople, performers and observers. The categories can also be 
cultures, nations, ethnicities, status groups, classes, genres, and 
hybridity by its very existence blur the distinction among them. 
Hybridity functions, next, as part of a power relationship between 
center and margin, hegemony and minority, and indicates a blurring 










In other words, when dealing with hybridity, discussions will include the 
hegemony relationship the different cultures, ethnicities and class distinctions 
nations have in blurring about the position of women in magazines. Pieterse 
(2006, p. 669) continues to explain that politically, hybridity is “not merely 
reproduced but refigured in the process of hybridization” (2006, p. 669). It is the 
“Relations of power and hegemony” that “are inscribed and reproduced within 
hybridity” because “wherever we look closely enough we find the traces of 
asymmetry in culture, place, descent”, which “raises the question of the terms of 
mixture, the condition of mixing”.  This mixing in Pieterse’s terminology is a 
“migration mélange”, where “second generation immigrants in the West and 
elsewhere, display mixed cultural traits – a separation between and, next, a mix of 
a home culture and language (matching the culture of origin) and an outdoor 
culture (matching the culture of residence), as in the combination of Muslim in the 
daytime, disco in the evening”. In making a global culture of “global mélange”, 
Pieterse includes the reference that it s really about the mixing of “Asian, African, 
America, European cultures” (2006, p. 671). 
Within the field of popular culture, it can be said that the mixing of cultures 
in hybridity means the creation of a new product that combines the aspects of 
different cultures, which blurs the hegemony of the culture, which once dominated 
over another’s culture.  For example, the traditional roast beef menu in Europe is 
now interchangeable with chicken korma in Arab or the Indonesian bestik, which 
has some Dutch culture influence to it. Likewise, the American Kentucky Fried 
Chicken has been transformed into Indonesia’s Kentuku Fried Chicken that uses 








the global franchising of America’s Kentucky Fried Chicken. Hybridity can also 
be understood in the successfully transnationalized tea from India, that becomes 
the main ingredient for English Lipton tea product and West Indies cocoa powder 
which makes up the American Cadbury chocolate product. In other words, what is 
local can be brought up nationally or become globalized with hybridity. 
Straubhaar (2006, p. 689) argues that hybridization is essentially a 
“dominant pattern of cultural interaction over time”. With increasingly “global 
economic constraints and influenced by successful global patterns, regional and 
national cultures” that assert their own content very strongly over time”, what 
emerges is the “process of hybridizing the local and global together”, which is 
termed “glocalization”. In other words, in the context of global media, cultural 
hybridity is only possible when local cultures are mixed with cultures that are 
already global. It is therefore, argued that glocalization, which is defined as the 
interpenetration of the global and the local results from unique outcomes of the 
tailoring of products that suit the local circumstances of marketing, in order to 
meet the variations of regional consumer demands (Walkosz, Jolls, & Sund, 2008, 
p. 4). Glocalization, is thus, also argued as the lens through which members of 
regional areas negotiate meaning of certain mediated texts. Henceforth, there is 
recognition of what Kraidy (1999) sees as a relationship of both the 
“homogenizing effect of global media as well as the role of local interpretation in 
the communication process” (p. 469). The intersection of the global and the local 
of media, according to Walkosz, Jolls, & Sund (2008) has conceptualized three 
main ideas: (1) local interprets global, (2) global produces local, and (3) local 




Using the above points in mind, this dissertation will find which magazine 
advertisements can show the Indonesian local culture influence to the 
interpretation of global media, and how the US global programming has been 
adapted to fit the Indonesian local cultures, as well as  how the Indonesian local 
product advertisements in magazines can become global. 
1.7.2.4. Hegemony and Cultural Negotiation 
In globalizing magazine advertisements, Croteau and Hoynes (2014, p. 161) 
believe that the media’s texts are a place to contest a number of challenging 
worldviews. Different ideological perspective that represents different interests 
groups with unequal power can engage in a kind of struggle within the texts. For 
certain groups of politicians, corporate actors or activists who particularly want to 
promote ideas or issues of morality, the advertisement media functions as their 
battleground. In line with Foucalt’s definition of ideology that can induce power, 
through the representation theory, the textual message of advertisement to Hall 
(2006) is analogized to a text a newscaster would say to its viewers, as something 
which has a “dominant-hegemonic position” (p. 171). What the newscaster say, 
has a hegemonic position, because anyone from different parts of the world is 
receiving the same information at the same time. According to Hall the 
newscaster’s message is hegemonic because it defines within its terms “the mental 
horizon, the universe, of possible meanings, of a whole sector of relations in a 
society or culture” as it carries with it “the stamp of legitimacy” which appears 
conterminously with what is “natural”, “inevitable”, “taken for granted” about a 






In understanding the concept of hegemony or cultural leadership that 
originates from Gramsci, Croteau and Hoynes say not only things should appear 
taken for granted, but that consent is the key to winning the hearts of society’s 
members (2014, p. 166). For something to be widely accepted, the images offered 
must show a common sense: 
Hegemony operates at the level of common sense in the assumptions 
we make about social life and on the terrain of things that we accept as 
“natural” or “the way things are”. After all, what is common sense 
except for those things we think are so obvious that we need not 
critically evaluate them? Common sense is the way we describe things 
that “everybody knows” or at least should know, because such 
knowledge represents deeply held cultural beliefs. (Croteau&Hoynes, 
2014, 166) 
 
The position of women as better nurturers than men is a hegemonic ideology that 
receives a universal consent, henceforth, magazine advertisements that show 
images of women nurturers are not something that would surprise magazine 
readers. Citing Hall, mass media is argued as one of “the principal sites where 
cultural leadership is exercised” for “Media images do not simply reflect the 
world, they re-present it; instead of reproducing the ‘reality’ of the world ‘out 
there’ the media engage in practices that define reality” (Croteau & Hoynes, 2014, 
p. 168). Thus, in media, dominant assumptions that draw on the commonsensical 
views of a world that everyone knows have a tendency to reproduce basic stories 
and values that support hegemony.   
Dealing with advertisements as image representations, Hall (1997, p. 346) 
regards that the concepts of hegemony works with negotiation to enable a 








the model of fixed realities or sets of codes and stereotypes for representing it. 
Hall states that the reality shown through images is most of the time related to 
“the dominant classes” or those who owns the means of reproduction would allow  
“the social relations of domination and oppression appear natural and so mystify 
the ‘real’ conditions of existence” (Hall, 2002, p. 347). In other words, for those 
who have power in industries or corporations, they have the opportunity to induce 
images of their ‘reality’ in media. Because dominant groups give attention to what 
is common sense, the images can go transnational, and as a result, people have no 
rejection and accept whatever is offered in advertisements quite well.  
Due to modern technology, the popular culture of American films, music, 
television, and advertising that the country is regarded as “a major exporter of a 
global market” (Straubhaar, 2006, p. 692), so, the country is acknowledged as the 
leading or dominating community of the 20th century (Guback & Varis, 1986, 
Nordenstreng & Varis, 1974; Schiller, 1971). Cox confirms the argument that 
America is taking the lead as a dominating country, when he states that  
the American hegemony in the era of globalization lies not only in its 
structural shaping power to impose order among nation-states, but also 
in its imposition of practices in the global economic system that are 
meant to be universal and superior to other types of economic models 
such as the so-called East Asian crony capitalism or the European 
welfare state” (Cox, 2001, pp. 324-327).  
 
Yet, to become a super power country, America cannot stand alone, because it 
needs other countries to solidify its social status as leader of the world. In dealing 
with hegemony, therefore, Hall adds that the US can only dominate by winning 




take place “between competing social, political and ideological forces through 
which power is contested, shifted or reformed” (p. 348). In analyzing the 
magazine advertisements that becomes the main data of this dissertation, 
negotiations can involve either or both of the written and visual texts. Negotiative 
strategies such as translating some of the language and ideologies used, as well as 
mix matching the local and the global models or product shown in magazine 
advertisements can necessitate a rethinking of the real and the representations of 
the images’ ideals. 
1.8. Method of the Research 
The method of research is the collection of types of data which is either 
qualitative or quantitative. In this research, the data is qualitative. It, however, 
accommodates a quantitative data of advertisements that build up dominant tropes 
to compliment the qualitative data for this research. Strauss and Corbin (2003, 
p.5) explain that in giving details on a certain phenomenon, information gathered 
only from quantitative data is not sufficient enough, thereby, qualitative data is 
important to use as the primary data. Based on this understanding, factors and 
variables used in the research to influence or result a certain social phenomenon 
are identified (Creswell, 2003; Holliday, 2005; Faisal, 2001; Strauss & Corbin, 
2003). In qualitative research, an inductive theory construction results from the 
process of making a research design by making questions to the available 
concepts and variables gathered from the research’s data collection, data ordering 
and data analysis. In interpreting the data, it can include the researcher’s 
interactions with historical and social understandings of her cultural experiences 
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in the field to make sense of the data (Creswell, 2003, p. 9).  Creswell also states 
that in qualitative research, “the constant comparison of data with emerging 
categories and theoretical sampling of different groups to maximize the 
similarities and the differences of information” will arrive at a grounded theory 
(2003, p. 14). Thus, in this research an establishment of a grounded theory will be 
the end result. 
1.8.1. Data Source 
The primary data for this research are women magazine advertisements. 
Using Hall’s representation concept, the magazine advertisements chosen as data 
makes considerations of the Cosmopolitan magazine, which is franchised world-
wide to fulfill the criteria of a transnational magazine. This franchise is 
characterized by the translation of the English language into for example, a local 
Indonesian language to all parts of the magazine that is adapted from the original 
US Cosmopolitan or to those that is contextually related with the local Indonesian 
and other neighboring country’s characteristics. From the 367 US consumer 
magazines circulated around the world, Neal Lulofs, who is Executive Vice 
President of a Marketing Strategy for the Alliance of Audited Media, released a 
report that the top 25 consumer magazines list from the most total paid and 
verified magazines goes from the (1) AARP the Magazine, (2) AARP Bulletin, (3) 
Better Homes and Gardens, (4) Game Informer Magazine, (5) Good 
Housekeeping, (6) Family Circle, (7) National Geographic, (8) People, (9) 
Reader’s Digest, (10) Woman’s Day, (11) Time-the Weekly News Magazine, (12) 
Ladies’ Home Journal, (13) Sports Illustrated, (14) Cosmopolitan, (15) 
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Prevention, (16) Southern Living, (17) Taste of Home, (18) O, the Oprah 
Magazine, (19) Glamour, (20) Redbook, (21) American Rifleman, (22) ESPN the 
Magazine, (23) Family Fun Magazine, (24) American Legion Magazine, (25) 
Parents. Although fourteenth in the list, in the single copy sales, the 
Cosmopolitan is worthy of note because it ranks third after Woman’s World and 
First for Women(Lulofs, 2014).  
According to Dian M. Soedarjo(1997), the Managing Director of MRA 
Media and Chief Editor of Indonesian Cosmopolitan the making of the franchise 
came from the phenomenon that in the US, many Asians tend to have the hobby 
of reading the magazine. At that time Hearst International asked Singapore to 
launch an Asian version of Cosmopolitan but was not approved. Instead, 
Indonesia welcomes it and becomes a Wall Street Journal news, and is currently 
having a large circulation of 139,000 exemplar each month in Indonesia ever since 
its start of the franchise in 1997. In Indonesia the Cosmopolitan is a popular 
franchise magazine with a number of other magazines such as CHIP, Health 
Today, Autocar, Her World Indonesia, Men’s Health, Cosmo Girl, and Seventeen. 
It is regarded popular because it comes in the list of 10 magazines in Indonesia 
that receives income from the businesses who wants to advertise in the magazine. 
The Cosmopolitan and Business Week are the only non-Indonesian origin 
magazines. This means that the Indonesian Cosmopolitan is relied by businesses 
as a magazine that will influence consumers to raise the sales of products.In the 
list, Cosmopolitan comes third after Feminaand Tempo as the magazine that can 
be relied on. The following list by Nielsen Media Research 2004 and Media Scene 
2004-2005 in Media Directory Press of Indonesia in 2006, reports as follows: 
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(1)Femina, (2) Tempo, (3) Cosmopolitan, (4)Kartini, (5)Ayahbunda, (6) Aneka 
Yess, (7)Gatra, (8) Business Week, (9)Dewi, (10)Gadis(Yusuf, 2010). This just 
proof that the Cosmopolitan is definitely a global magazine that is compulsory as 
data for this research. 
Magazine advertisements can show up the sustainability or the development 
of the American ideology, which have a hegemony nature. For this reason, the 
Ladies’ Home Journal is also taken as data because it is the pioneer of all 
American women magazines, which are read by the majority white consumers. As 
a comparison to the pioneering one, a representation of the most recent magazine 
and one produced by an American black minority, O: The Oprah Magazine is 
used as a comparison. With Barthes’ semiotic concept that recommends the use of 
a wide enough material or corpus to identify what makes America having a 
hegemonic nature, women magazine advertisements from Indonesia’s Kartiniand 
Feminais also used as data.  
Most magazines have one issue per month. This dissertation gathers twelve 
issues of Cosmopolitan magazines per year from America and Indonesia as the 
main data. Yet, in deciding, which year or years becomes the corpus of the data, 
the narrowing down is given to those advertised in the 2007-2008. This time 
frame is also used for the Ladies’ Home Journal, O: The Oprah Magazine, 
Feminaand Kartini. However, because Barthes sees that in order to discover the 
unique system of representation that a particular time emits, the women magazine 
advertisements from the 1960s Ladies’ Home Journal is also chosen as a material 
for this research. 
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In both American and Indonesian Cosmopolitan magazine, there are roughly 
100 pages of advertisements in each edition. With the choice of the two year span, 
the initial number of advertisements to analyze for both versions is around 4,800. 
However, since an understanding of the magazine advertisements is better if the 
main data is compared to advertisements from other magazines, only four issues 
per year that represents the Spring, Summer, Autumn and Winter season of 
America is chosen. The number then decreases the material into a more workable 
data, i.e. 100 advertisements x 4 issues x 2 years = 800 advertisements from the 
American Cosmopolitan and another 800 from the Indonesian   Cosmopolitan. 
This then gives ideally 1,600 advertisements to analyze. In practice, it turns out 
that not exactly 100 advertisements were in each of the magazines’ issues. After 
scanning each magazine advertisement, 905 of the American Cosmopolitan 
advertisements are gathered. This is added with 723 advertisements from the 
Cosmopolitan of the Indonesian version. This data is necessary to judge what kind 
of women magazine advertisements have become global, in addition to finding 
out what kinds of global or national and local identities are sustained by the 
American versus Indonesian magazines.  
In addition to the Cosmopolitan magazine as representative of one of the 
most globalized magazine in the world, magazine advertisements from 935 
Ladies’ Home Journal, and786 O: The Oprah Magazine are also taken as a guide 
to what kinds of American values are used by magazine advertisements to make a 
wide popularity to the American consumers. The globality of American values is 
also cross checked with a selection of 170 Femina, and 102 Kartini Indonesian 
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magazine advertisements to see whether or not American values do have a 
hegemony nature.  The following chart explains the data source in brief: 
Chart 1 Data Source 
1.8.2. Data Collection Technique 
The technique of collecting the primary data, therefore, involves the 
following steps. First, the economic recession years of 2007-2008 is chosen as a 
starting point for which to choose the women magazine editions. Second, the 
choice of American women magazines is based on which becomes the pioneer, 
the most globalized and the most recent, which represents the American minority. 
Third, to see the differences and similarities, with reference of transnationality of 
space, the most popular Indonesian women magazines are chosen. Fourth, in 
reference to the transnationality of time, the differences and similarities of the 
images of advertising during the pioneering stage of the American women 
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magazine is compared to the golden age of popular culture 348 magazine 
advertisements of the 1960 is compared to the 587 magazine advertisements of the 
2007-2008 edition.  
For each of the magazines, every advertisement pages are scanned and 
compiled as data. Afterwards they are categorized into their advertisement types, 
which consist of (1) health facilities/ products, (2) makeup, (3) food and beverage, 
(4) body products, (5) clothing/ fashion wear, (6) hair products, (7) technology, 
(8) jewelry accessories, (9) fashion accessories, (10) sweets, (11) kitchen utensils/ 
home appliance, (12) cards, (13) leisure/ holiday products, (14) furniture, (15) sex 
products, (16) published material, books, magazines, journals, novels, (17) 
stationery, (18) insurance, (19) service to have an idea of what kinds of advertised 
product each of the magazines usually promote. 
The occurrence of the types of advertisements are then analyzed and 
interpreted with the secondary data that comes from books, documents, and 
journal articles obtained from the library or website. Some data are also obtained 
from novels, movies, youtube interviews, and also from the magazine’s 
advertorials and supplementary articles. These supplementary data are gathered to 
frame the reasons why certain product types are more popular than others and why 
images are represented in advertisements in a certain way. All of the primary, 
supplementary and secondary data help formulate the construction of America’s 
cultural identity. 
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1.8.3. Data Analysis Technique 
In this research, the data analysis based itself on the frameworks 
accommodated by the Transnational American Studies approach. With 
transnational to mean a mapping out of how the US advertisement data can cross 
border in space and time, arguments about the magazine advertisements firstly 
employ the historical analysis technique. It is used to trace the rise of American 
popular culture, advertisements, and women magazines. Next, the sociological 
analysis technique is used to understand about the American society which has a 
hegemonic and global nature. With advertisements chosen from women 
magazines, the products and images of the advertisements are created mostly for 
the women’s eyes. Consequently in interpreting these images, the gender ideology 
perspective is used as a technique. Then, the consumer culture analysis technique 
is also used to see the economic recession and society’s affluence experienced by 
American and Indonesia as an insight of the world’s transnational concern.  
The analysis technique used in this dissertation follows Barthes suggestions 
of semiotics analysis, which suggests the technique of firstly doing a denotative 
reading. The denotative level of reading assigns that all signs which consist of the 
texts and visualizations of the advertisements are inspected in detail. In text, the 
choice of vocabulary and recurring words are read and understood to stand by or 
symbolize for something. The use of typography such as the bold, italicized, 
capital, or small lettering of the text are given attention as they convey different 
meanings of emphasis to a researcher. Visually, the choice of colors, the close up, 
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long shot or central focus of the product or model used for the advertisement also 
symbolizes a77nd gives different meanings to the researcher.  
In the denotative level, the advertisements in this dissertation are put into 
the category of advertisement types. Percentages of advertisements that are 
categorized as those dealing with beauty, fashion or health products, for example 
is gathered in this process. Percentages of advertisement types are done for each 
advertisement issue that is based on the year of each magazine under inspection. 
Then it is also categorized under the American (Cosmopolitan, Ladies’ Home 
Journal, O: The Oprah Magazine) versus the Indonesian magazines 
(Cosmopolitan, Kartini, Femina). Although all data are important, special 
categorization also goes to the comparison of Cosmopolitan from the US versus 
the Indonesian one; as well as the 2007-2008 of Ladies’ Home Journal with a 
selection of the 1960s. After all of these are gathered, a connotative level of 
reading the advertisements is done.  
Barthes gives the example that in the Panzaniadvertisement the denotative 
reading is seeing the visualization of the advertisement, which consist of a 
package of pasta, a tin, a sachet, some tomatoes, onions, peppers, a mushroom, 
that are all emerging from a half-open string bag. Then the next denotation of 
meaning is gathered from reading closely the text that goes with it. Later, a 
connotative level or the meta-language or myth of the advertisement is realized 
after focusing on what kinds of symbols are understood form the textual and 
visualizations seen. Thus, an interpretation like “a message about the essential 
meaning of Italian-ness as a national culture” (Hall, 2002, p. 41) is arrived from 
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semiotically reading the Panzani advertisement. In generating meaning, Hall also 
suggests that semiotically reading the advertisements as representations means 
also the use of the binary opposition’s technique of analysis to construct a 
dialogue about the Other, which formulates the uniqueness of a culture. This 
means that if an imagery of the abundance of instant food is shown in the Panzani 
advertisement, a thinking of what becomes the favorable and negating groundings 
should be reflected also to have a better understanding of why the so-called 
Italian-ness should be especially focused.To do this, Barthes a secondary level of 
connotative meaning is uses as the next technique of analysis. In the Panzani 
advertisement, Barthes say that the advertisement carries the meaning that fresh 
garden food in Italy may be scarce, hence canned and instant dry foods are offered 
as an exchange for the daily staple of the Italians. For this reason, in analyzing an 
American women magazine advertisement like shown in Chapter I, the semiotic 
analysis technique is used to see the differences and similarities of the ideology 
representations of the American versus the Indonesian advertisements. Attention 
is given to whether or not some kind of negotiation process has been done for the 
US advertisements to ensure acceptance by the Indonesian readers. By seeing the 
Other-ness of American magazine advertisements via Indonesian magazine 
advertisements, therefore, the prominent ideologies of the US are materialized. 
This is necessary to draw the reasons why America has been hegemonizing others 
by use of the media of women magazine advertisements. Thus, from the practice 
of hegemony found in advertisements, it can also be done to show up the practice 
of negotiations that happen between the local values and the global white and 
western beauty as well as patriarchy hegemony. In addition to this, the 
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identification of what local Indonesian images are still used by way of cultural 
hybridity with the American or other global images are sought to see how the 
global shows its power.  
By use of supplementary data from articles or books, the researcher 
interprets the surface meanings of the text and visualizations gathered to arrive at 
an understanding of what kinds of deep meanings or cultural myth and gender 
ideology are surfaced from each advertisement. Using some books and academic 
articles as references, the ideologies found are under the issues of the gender 
ideology of women who are born as wives and mothers who naturally nurtures the 
family with the best facilities for health maintenance. As an individual, however, 
women are also taught to freely express their femininity strengths and talents by 
relying on their self-esteem or by use of sisterhood relationships for a balanced 
life of hard work and smart play. The findings from analyzing the advertisements 
are then categorized to see which are more prominent than the others that show up 
a clear cut hegemony or representations of cultural hybridity negotiations to 
support the global and transnational conditions. The findings become a significant 
contribution to this dissertation’s chapter II and IV, which are backed up by the 
conditions of consumer culture like explicated in chapter II. With a transnational 
American Studies concept as the main basis of understanding the women 
magazine advertisements, the chapters help frame what factors constitute an 
American hegemony in popular culture and help build up the conclusion for this 
dissertation in chapter V.  
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1.9 Presentation 
This dissertation is organized firstly into the chapter of introduction, which 
reveals the background, problem formulations, objectives, significance of the 
research, review of literature, theoretical framework, method of the research, 
scope of the study, and presentation of the research. The second chapter explores 
the consumer culture in women magazine advertisements. The third chapter of 
this dissertation talks about the representations of cultural hybridity and 
negotiations of women magazine advertisements that support the globality of 
popular culture. This is followed by the fourth chapter that discusses the 
representations of the kinds of hegemony and gender ideology found through 
analyzing women magazine advertisement. Finally, the fifth chapter is the 
conclusion of this dissertation. 
CHAPTER II 
THE REFLECTION OF CONSUMER CULTURE IN 
WOMEN MAGAZINE ADVERTISEMENTS 
2.1. The Development of Consumer Culture and Advertising 
Finding out why industries continually empower women magazines to 
advertise their products entails an understanding of the background of why in the 
beginning society ever needed advertisements. For a start, it is believed that the 
US society finds pleasure from watching or reading and then later buying 
advertised products. The burgeoning of advertisements in women’s magazines is 
understood by American consumers as the medium for their dream of living a life 
in comfort. Americans enjoy the life of consuming goods advertised because the 
possession of many materials leads not only to the satisfaction of realizing their 
personal desire of realizing a religious need but also the need of self-worth, 
secular immortality and society control (Lindquist & Sirgy, 2006, pp. 529-530). 
The global picture of America as not only a hegemonic but also as the most 
consumptive country in the world, according to the historian Kammen, is 
influenced by the changing US environment that was agrarian, but then changed 
into an industrial capitalist society. In this kind of society, America has been 
stimulated by the culture of mass producing things, which later on paved the way 
for the success of a consumer culture.  
Specifically, in the US, the so-called consumer culture is historically 
marked by the event of the Civil War, World War I and II, which contribute to the 
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building up of “consumer industries, mass media, and intensive merchandising” 
(Kammen, 1999, p. 48). The consumer culture, Kammen explains, is developed 
“when a formerly rural or otherwise non-industrial people were being transformed 
into permanent, mass industrial population” (1999, p. 48). The introduction of 
steam power, assembly lines and factories to the production process made 
manufacturers turn a stream of goods at uniform quality and more importantly of 
low price (Brierly, 1996, p. 16). With this condition, Americans found that it was 
much cheaper to buy products rather than make their own, so they prefer to 
consume factory products. To ensure the sales of the products, therefore, 
advertising became the answer for many American manufacturers to stimulate a 
continual demand for the consumption of the ever increasing flow of goods. 
According to Sivulka in her book Ad Women: How They Impact What We 
Need, Want, and Buy (2009, pp. 16-18) by the 1850s the American economy was 
booming. One of the factors of the boom was because the cost of shipping a ton of 
product which was 20 cents had been lowered to a penny and rewardingly, with 
easiness of transportation all over the region, goods were arriving 5 to 10 times 
faster. Americans suddenly have extra money to buy what they thought was 
impossible in previous years. Yet, during the time of economic abundance, farm 
and factory operations, railroad and telegraph construction, mining and lumber 
enterprises, and the building of towns, all required heavy labor.  This heavy labor, 
unfortunately, cannot be performed by men, whose majority was participating in a 
War. As a consequence, factories steadily drew women to work.  
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The reason for hiring women to work in factories was because in addition to 
war equipments, thousands of military uniforms and shoes quickly needed a mass 
production (Goodrum & Dalrymple, 1990, p. 22). However, it turned out that the 
production was so much more than what the military needed that an overstock of 
the products, called on advertisers to market them also for the general public. 
With modern printing technology already available, the productswere fortunately 
displayed as being “eye-catching” and widespread in sorts of “shapes, sizes, 
colors and imagery” in trade catalogs, trade cards, broadsides, posters, souvenir 
publications and many other novelty items (National Markets, 2014). The 
advertisements industry owes their marketing successto the advancement of 
lithography1, in order that advertisers could workwell with artists in promoting 
their goods. With lithography technology, more and more people could enjoy 
seeing and after that consuming the kinds of products that were produced by the 
industries, because lithography is “an ideal medium for commercial use as it was 
less expensive and less time consuming to execute than engraving” (Advertising 
Products, 2014)..  
With magazines as the media for promoting mass produced military goods, 
not only do clothes, and shoes became available for the public, the military’s 
invention of the can opener had also changed people’s lifestyle of usually cooking 
their own food to eating ready-made meals from canned vegetables, fruits and 
condensed milk. The canned Campbell’s soup, Huntz tomato sauce, red beans and 
green peas were among those that were popular. Meanwhile, the method of 
1 Founded in the 1820s 
80 
packaging retail goods with a brown paper bag, in exchange for the unavailability 
of cotton-cloth sacks also helped speeded up the packaging of many other 
manufactured products. By the end of the 19th century, the availability of many 
manufactured products increased the number of mass consumers, rather than 
home-made goods that were popular a generation earlier (Hill, 2002, p. 1). 
In some respects, the war does have a significant influenceon the running of 
the American consumer economy (Martin-Barbero, 2006, p. 37). The war has also 
changed women’s lives as the dedicated housewives who would fill up their daily 
activities preserving foods; spin, sew or hand make clothes; to doing work outside 
of the house. Young unmarried women were also affected by the war and rise of 
industry’s factories, since they also had to work in factories to contribute to the 
family household’s earnings. Despite this social advancement, women were not 
yet allowed to vote, nor own property, sign legal contract nor earn equal pay, and 
surprisingly could not spend their wages without the legal consent from their 
husbands or fathers if the case were for single women.  
With most men gone to war, it was the women who had no choice but to go 
out of the house and shop in stores or purchase goods from peddlers stopping by 
their farm. With women starting to work outside of the house, women had less 
time for household chores and began to buy more ready-made products from 
factories. Mass produced clothing, canned goods and other necessities that she 
usually make on her own became available in stores, so in the long run, women 
instead of the men became regular customers of general stores and assume the 
responsibility of the decision making of what and how much to buy for the family. 
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Although some of the purchasing was from their husband’s money (Lewis, 2012, 
p. 13) most industries tend to project their products for the eyes of the 
consumptive women because it is the women who decide to buy products for the 
whole family based on their husbands’ tastes. An advertisement reads: 
When a woman buys shirts for her husband, she buys the kind he 
prefers. When she buys perfumes for herself, she is thinking of her 
husband’s tastes. When she buys food for both of them, she averages 
her like and his before she names a brand”. In the “Mrs. Peebles” 
version of Redbook reiterated to marketing and advertising agency 
executives say that women do 85% of the purchasing of all goods – 
including a substantial bulk of products used by men…Sell the family 
and you sell all(Hill, 2002, p. 15) 
Marchand (1986) supports the understanding that in the US, women as readers of 
magazine advertisements were relied as the main purchasers of most consumer 
products. Marchand acknowledges that “the very presence of women in other than 
secretarial positions seemed largely from the recognition that women are the 
primary purchasers” (1986, p. 34). Thus, an advertiser’s strategy of targeting 
women as their main consumers is on the right track. 
Industrialization has led to modernization. As people leave their farms to 
work in city factories, dramatic changes in manufacturing technologies and 
methods of distribution have led to the emergence of an ever expanding mass 
market of consumers. The leaders of the Industrial Revolution, such as the USA’s 
steel manufacturer, Andrew Carnegie and automobile inventor, Henry Ford, 
believed that mass production was not possible without advertising. Through 
advertising, a mass demand of products produced in large quantities that promises 
a more affordable price of products, were enabled. In the long run, the kind of 
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product variety, attractiveness and cheap price of factory products became the 
factors that the American farmer could no longer keep up with. 
Signs of consumer society began to appear in the early 20th century. Most 
Americans were formerly customers who purchase the objects of everyday life 
from familiar craftspeople and storekeepers, but with the rise of manufacturing 
goods, the American people became consumers  (Sivulka, 2009, p. 31). Strasser 
approves of this condition when she also testifies that “Americans have become 
consumers” (1989, p. 15) when people have started to buy and use mass-produced 
goods as participants in a national market because Americans no longer want to 
depend on self-sustaining households items such as soap, bread, and clothes from 
the home. Making their own home products was regarded as time consuming, 
thus, instead they turned to buying the mass produced products which were sold 
cheaply in stores. 
The growth in the US population coupled with a rise in per capita income 
and the more educated public have created an intellectual consumer culture that 
consumers, are encouraged to buy goods, which are not just locally produced but 
those that are nationally branded to ensure the quality of the products. Not only 
did advertisers use strategies to show how the product was the best and of a 
reasonable price, but also why a product with a certain brand name was more of a 
trustworthy quality. By seeing already what is in store from the catalogues or 
magazines’ advertisements, a customer would often come to a store knowing 
already that she can buy the product brand she needs. Thus, she would come to a 






According to Cross (2002) the worldwide marketing of USconsumer brands 
have been popular since the 1900s. Popular brands of the 1900s, which up to now 
is still available, include the Ivory soap, Campbell’s soup, Ford automobile, 
Hershey chocolate bar, Kellog’s cornflakes, Kodak camera, and Quaker oats 
cereal. Then, in the 1910s, the iconic American products include the Cadillac 
automobile, the Cracker Jack biscuits, Maxwell House coffee, the Michelin tires, 
Mr Peanut nit products, and the Wrigley’s spearmint gum. In the 1920s are the 
Listerine, and Prudential Insurance Company. In the 1930s, American popular 
brand ranges from the Betty Crocker, the Coca Cola, Elsie the cow dairy products, 
Kotex sanitary napkins, Philip Morris cigarettes, Ritz crackers, and Scott’s 
Tissues. In the 1940s are the Gilette razor blades, Lucky Strike cigarettes, Pepsi-
Cola, and the Studebaker car. In 1950s are the Chevrolet corvette, Clairol hair 
color, Colgate toothpaste, de Beers Diamonds, Levi’s 501 jeans, the Maidenform 
Bra, and Wheaties. In the 1960s are the Hawaiian Punch, the Marlboro Man, 
Ronald McDonald, and the Volkswagon beetle. The 1970s gives Dr. Pepper, King 
Burger, and Virginia Slims cigarette. This is followed by the 1980s with Absolut 
Vodka, Apple Computers, IBM Personal computers, Calvin Klein jeans, 
California raisins, and Victoria’s secret. Then in the 1990s are the Energizer 
Bunny batteries, Got Milk?, Nike, and Yahoo! These brands are continually still 
popular, even in the 2000s, which is already a century later.  
Brand names such as those mentioned above helped the success of 
standardized, small packaged goods. To distinguish one product with another the 
branded products some graphic images or symbols were created for visual 




promotes more superior value. By showing certain brand names and trademarks, a 
product could charge a higher price for their goods and urge consumers to not 
accept any substitute. Thus, as written above, a customer may already have in 
mind a particular brand to buy when they come into a store to buy something. 
Fowles (1998) informs that originally, the branding of products had to be 
established to differentiate one manufacturer’s output from another, and especially 
from the “generic sort” (p. 35). If during World War I, everything was shipped, 
stored and sold in barrels and eventually scooped out and put into small jars or 
paper tubs and labeled to differentiate a product from another, the exercise of 
trade marking or branding have saved the day (Goodrum & Dalrymple, 1990, p. 
23). Although costing more than the traditional packaging, the nationwide 
advertising waved the trademark before the readers, and even though the process 
is more expensive, consumers would already know that the product sold is 
cleaner, kept better and is more of a consistent quality. Buying a branded product 
is, thus, based on the product’s quality.  
The application of specific names to distinguish products had broader 
implications than the marketing ones. Through naming a lifeless product, it was 
transformed into something lifelike with many meanings attached. A soap, is 
henceforth more meaningful when it is Ivory Soap; a screwdriver is quality 
guaranteed when it is Stanley’s; an overall is not dependable unless it is Levi 
Strauss’ overalls; and a car to the Americans is not just a car when it is a Ford.  
Actually at first, advertising has long bothered economist because it seems 
irrational to put out lots of money to obtain profit on a product. For example, a 
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bottle of bourbon costs less than 50 cents to make, bottle and ship, with $5 for 
taxes and the rest of $10 is evenly split between profit and advertising. But with 
the possibility of mass production and the mind branding of e.g. “If you want to 
buy a Studebaker wagon you must pay $100, take it or leave it. We don’t care if 
you can get somebody else’s for $75, it won’t be a Studebaker” (Goodrum & 
Dalrymple, 1990, p. 19), customers would go as far as demanding that they cannot 
do without a Studebaker wagon.With people continually shopping for brands, this 
means that advertisers had a clever way in making successful marketing strategies 
that included brand management, product research and development, creation of 
extension lines, competitive analyses and sales promotion. In this kind of 
environment, advertisers predict that customers want to see the importance of 
obtaining the sales distribution of not only any kind of the mass produced goods 
but a branded kind of goods in as many stores as possible.  
From the above discussions, the consumer culture is understood to have 
facilitated a growth of urban areas where women are needed to work in factories. 
With women working in factories or as low paid typewriters in offices, the school 
population increases and department stores are rapidly emerging. As with 
department stores in the city, the general stores located at crossroads of small rural 
towns also increased in number. The fresh made coffee, cake, dairy milk, chopped 
meat, vegetables and fruits grown in farms that were usually sold in general stores 
have later find its way to urban shops. Not only do department stores sell clothing 
and home appliances, but in the long run they also sell freshly packaged food 
supplies. Many people were then shopping to these stores that the usual condition 
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of general stores whereby the owner would take the customer’s products for them 
to buy, was eventually developed in the 1800s into a self-service system.  
To facilitate a comfortable environment, history shows that A.T. Stewart, R. 
H. Macy and Lord and Taylor of New York, John Wanamaker in Philadelphia, 
and Marshall Field in Chicago pioneered the establishment of their department 
stores with supermarket facilities (Walker 2000, p. 21). The comfortable 
surrounding variations of selections and welcoming service of shopkeepers have 
attracted many customers to come to department stores. Previously, finer stores 
would keep their best goods out of sight for only serious customers to see and 
negotiate on prices. Yet, this was found to not benefit shop owners since many 
other department stores were also in competition to attract the best of customers. 
Consequently, new glossy showrooms and later colorful catalogue were invented 
for customers to inspect. A fixed, uniform of prices were also created, so each 
department store received an equal number of customers to deal with. These 
department stores, however, did not become major advertisers in America until a 
decade or so after the Civil War, when their size and sales increased.  
Stewart, Macy and Lord and Taylor pioneered the store newspaper 
advertising that was sized up with 3 columns and even greater widths. Other 
stores preferred to expand down the column rather than across adjoining columns 
and would usually make use of this kind of advertising only on special occasions 
such as Christmas. Although 1879 was recorded by Sivulka(1998) as the 
appearance of the first full-page department store advertising, it was ten more 






the 1879 was also culturally colored by the modern retailing of F.W. Woolworth 
who opened his 5-cent store in Lancaster, Pennsylvania, by offering a number of 
useful items at a low price. This was developed in 1890 with his display boxes of 
10-cent items that Woolworth’s Five-and-Dime2 stores were popular throughout 
the country (Brierly, 1996, p. 8). The introduction of free delivery services of 
some products in the industrial era had later gave way to the idea of shopping by 
mail. Montgomery Ward from Chicago began his first mass-marketed, general-
merchandise catalog with $2,400 in capital and a flyer listing 163 items. He used 
the mail to advertise his goods and receive orders, and used the train to ship his 
goods (Sivulka, 1998, p. 30).  The invention of the typewriter, the light bulb, and 
then the photography, in addition to telegraphs and telephones help speeded up the 
business communication.  
Since basic necessities were often hard to come by, the farm folks as well as 
people living in the Far West areas would eagerly wait for the arrival of the 
advertising catalogs. Where the railroad system could not deliver the goods 
directly to people’s doors, some horseback riders were made to good use in 
exchange. Businessmen were quick to recognize that advertising could do more 
than reduce overall production by increasing sales, but it can also create desires 
which fuel up an American consumer economy. With advertising catalogs, people 
2 Nowadays, the Five and Dime stores have developed to the 21st century’s Dollar 
Tree store, where everything in the store would cost mostly around $1. In a Dollar 
Tree store, customers can buy from ready to oven food, bread, strawberry jam, 
canned vegetables, a box of eggs or candy, a carton of milk or juice, plastic ware, 
toothbrush, shampoo, tissue roll, laundry detergents, table cloth, dishwashing 
gloves or liquids, winter caps, books, bags, and even children’s clothes and toys 
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were influenced to buy products that they did not want until they saw the pictured 
product with benefits told to them and why they would not be able to live without 
it. Although people say they may not be influenced by the catalogs, some tend to 
give attention to the availability of branded goods. Unlike products’ superiority 
that can be superseded by others, the position of a brand in a consumer’s mind can 
be everlasting (Advertising, 2013). It is this kind of situation that supports the 
growth of the magazine advertisement industry and the pleasure of a consumer 
culture in America. 
In dealing with the origin of consumer culture, Fox and Lears mention that 
the configuration also touches upon the condition of America during the World 
War I, where in the 1920s “not only were middle-class Americans using credit to 
buy a vast array of goods”, but the “legions of publicist promoted, celebrated, or 
condemned the centrality of consumption in American’s lives” (1983, p. ix). The 
central concern for American industries to mass produce for consumption initially 
lies in the belief that the more products are produced in mass, the cheaper will be 
the cost of those products. This is the reason why it has been the main goal of the 
American consumer society to consume mass produced goods, irrespective of 
class.  
Kammen believes that the World War II years also instituted a significant 
role in shaping a consumer culture. He states, 
The World War II years played an absolute crucial (and hitherto 
underestimated) role in accelerating the transition from proto-mass 
culture to the “real thing”. Employment rocketed, and up with it went 
disposable income. Moreover, because certain kinds of commodities, 
like cars and clothing, were not readily available, Americans spent 
unprecedented amounts on entertainment and recreation of all sorts. 
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War workers flocked to see films, and the movie industry flourished 
as never before. Nightclubs and cafés were consistently crowded 
despite rising prices. Markets for music and books shot up also, most 
notably for murder mysteries, self-help books, and books about health. 
(1999, p. 57) 
With all sorts of recreational products and activities that flourished in World War 
II the years are also argued as one that gives rise to America’s popular culture. In 
this era, consumer industries basically set out to mass produce things that are 
popularly needed not only by the army but also the general society that is 
represented by the women folk who are the major decision makers for buying the 
family’s needs. 
During the war, American families suddenly have additional income 
because women and those not fit for the war had jobs to keep up the industry 
going. As a result, if before, an income is usually spent on a family’s basic needs, 
in this era the members of a family feel they can afford to buy tertiary needs for 
their entertainment. This condition, however, created a culture of ‘want’ rather 
than one of ‘need’ and raises an interesting dilemma as in the World War years 
there are some goods that are scarce for the general consumption. Kammen has 
informed that clothing and automobiles are scarce because they have been 
concentrated specifically only for the army rather than for the general public. Yet, 
Kammen argues that even though some goods are scarce, most observers with a 
historical orientation agree to see that the commercialization of culture does 
accelerate rapidly ever since the event of the World War (1999, p. 58).   
The commercialization of America as a consumer culture owes its success 
to the ingenuity of advertisements. There were three phenomena that drove the 
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global popularity of advertisement. First was Robert W. Woodruff’s clever 
strategy of cross bordering his Coca-Cola advertisement to many nations. As a 
chairman of the Coca-Cola industry, he managed to establish a global thirst for the 
popular American soft drink, so that Coca-Cola has been identified as an 
American icon up to now. Second, there is the successful advertising of mass 
produced goods, which was sold in 3,900 supermarkets in 1939 and later in 1944 
has increased to 16,000. This entails that more and more people do not mind 
becoming consumptive to buying mass produced goods because they satisfy 
people’s wants. Part of the success of the consumer culture establishment is also 
due to the US 1936’s formation of the Consumers Union, which organized a 
consumerism spread to Europe in the period of postwar reconstruction and 
emergence of the affluent society (Hilton, 2007, pp. 66-67). Third, during the 
postwar years of the 1940s, an advertisement of visiting Disneyland is claimed to 
“having visited a world in which one can consume to the presumed satisfaction of 
all desires” (Kammen, 1999, p. 59). This event has marked an understanding to 
the American society and the world that represented by Disneyland, the land for 
all dreams to come true can be pursued to reality if society would carry on a 
consumer culture.  
According to Fox and Lears, the World War of the 1920s and the Great 
Depression of the 1930s, were the “critical decades in the consolidation of modern 
American consumer society” (1983, p. 103). Not only is the middle class firmly 
established, a new consciousness of the centrality of consumption arises in the 
lives of the American people. A wide array of commentators, activists and 






consumers. Yet as consumers, the Americans are not passive creatures that are 
subject to direct manipulation by agents of capitalists. They became consumers 
through their own active adjustment to both the material and spiritual conditions 
of life in advanced capitalist society. 
Remarkably, outside of America, a similar condition exists. Marketing 
revolutions, which make a dramatic increase in consumer spending, also takes 
place in the 1950-60s of Europe and non-Communist Europe countries. Hilton 
notes, “In the 1950s, a new consumer movement emerged based on the 
comparative testing of branded commodities and the promotion of a ‘best buy’ in 
subscription-based magazines” (2007, p. 66). It is through magazines that branded 
products initially try to win the hearts of consumers. With the 1950s 
acknowledged as a decade of affluence, the US government has seen the necessity 
to protect consumers in order to continually have their support in the success sales 
of industries’ commodity. In relation to this, some politicians have used this 
condition to promise shoppers their protection of consumer’s better life. 
Government officials have been coordinating with consumer experts in the mass 
media and in women and housewife’s organizations to develop informative 
labeling schemes. Consequently, in the 1950s, which was a “key moment” for 
consumer society, mass media such as magazines’ articles or texts used in 
advertising products are conditioned to acknowledge that living in a consumer 
society was “the way forward for all” (Hilton, 2007, p. 68). This means that it is 
necessary for the advertisement business of popular products to make consumers 
realize that the product is beneficial in making one’s lives more pleasurable. 




Consumerism as a political project makes offerings to all consumers, 
rich and poor alike. The affluent society had to promise more choice 
for those who could afford it, but also more stuff for those who so far 
could not. In the consumer societies built after the war – and in the 
protection regimes established to look over them – a broad-ranging 
consumer politics aimed to bring everybody with its grasp. At this 
moment, consumption became an activity that was potentially 
democratic, universal, and open to all. 
With the increase of standards of living for everyone and the bringing of a 
consumer society to all, politicians had to respond to this by promising protection 
for consumers. In the US affluent society, consumers have to be assured that their 
spending will result in greater utility for themselves and their families. They need 
to know that with the things they bought, they would not lose everything, if ever 
their merchandise would break down along the way. 
Ever since affluence arrived, governments from around the world have also 
attempted to develop regimes of consumer protection to provide consumers with 
the confidence to enter and participate in the world market. In Germany, France, 
and Britain consumer laws relating to consumer safety, hire purchase, resale price 
maintenance, trade descriptions, fair trading, credit, and unsolicited goods and 
services surfaced in abundance (Hilton 2003).  
In the US many consumer protection laws appear also in the 1960s, which 
relates to the automobile industry, drug safety, meat quality, package labeling, 
credit reporting and others (Mayer 1989). By the 1960s and 1970s, the kinds of 
activities and products that support people’s leisure has placed the US 
advertisements and the culture of consumption as inseparably intertwined, thereby 
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arranging a community experience that is “predominantly white, middle class 
suburbanites” (Kammen, 1999, p. 59).   
In Indonesia the development of consumer culture is also noticeable with 
many rural people moving to the citiesAs people become urbanized, people no 
longer make their own clothes or make their own household items. Instead they 
buy everything they need from businesses. They are able to buy things because 
they gain economic power through employment. A strong work ethic motivates 
people to work and so enhance their purchasing power (Prisoedarsono, 1998). 
Economic power leads to the rise of materialism, as people earn the money to 
spend on more and more consumer items. People in a consumer society perceive 
abundance as positive. In consumer societies, most people, such as from the USA, 
likewise Indonesia believe in the myth of success and of progress to achieve a 
higher standard of living. They believe that their needs and desires can be met 
through acquiring goods and services. Thus, marketers not only supply products, 
but they encourage advertisers to create the demand for them by making them 
culturally desirable.  
Unlike other developed countries, such as America, Prisoedarsono(1998, p. 
307) mentions that the spirit of consumption in Indonesia is not based on the idea 
of what to get when purchasing something, but what they can become. For that 
reason, the level of consuming products is because of the needs of self-
actualization, which is then followed by self-esteem, social class, safety and 
physical needs. This is in contradiction with the American consumers who go 
through Maslow’s Hierarchy of needs, which go from physiological, safety, 
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social, esteem, self-actualization, desire to know and understand needs; and the 
need for beauty (Lindquist & Sirgy, 2006, p. 250). The physiological needs, in 
this case include food and water, sleep exercise and drive for sex. Once these 
needs are partially or fully met, the yearning of safety, security and reliable order 
of daily routine is needed.  
From safety evolves a need for love and belonging to a particular group of 
society. After this comes the craving for self-esteem or status; and then self-
actualization or the need to realize each one’s potential to achieve a dream or 
ambition. After the desire of self-actualization grows more potent, a hunger of 
knowledge and understanding comes into find meaning and analysis of self and 
environment. Lastly, the most refined needs of all, is striving for beauty. It is for 
this reason that when advertising products in women’s magazines, the goal of 
giving satisfaction (Lindquist & Sirgy, 2006, p. 255) or the feeling of pleasure to 
have a certain standard of beauty becomes the most important way of winning 
consumers’ hearts. 
As mentioned by Priseodarsono (1998), Indonesians buy magazines not 
because of physical needs but because of self-actualization needs. When an 
Indonesian feels satisfied already that he or she ‘needs’ something, this is usually 
followed with a ‘want’ and later a ‘buy’ of the product. In accommodating this, 
advertisers usually make use of illustrations or texts that signify some kinds of 
promises and proofs in order to create the want of instantly buying the product. To 
do so, Indonesian advertisers make sure that the presentation of women models 
has to fulfill the criteria of good wives for the sake of male readers. Yet to women 
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readers, the model used must represent the reason for her existence. With these 
qualities then, a woman consumer will feel the pleasure of reading magazine 
advertisements and later consuming it. 
2.2. The Pleasure of Consumption 
Consumption is defined as “the greatest idea that America has to give the 
world [and] the idea that workmen and the masses be looked upon not simply as 
workers or producers, but as consumers” (Scanlon, 1995, p. 230). According to 
Scanlon (1995) a consumer culture promises the feeling of happiness for people 
who want to consume and even long for consumption, because consumer culture 
is linked to the association of the upward mobility of the early twentieth century 
society. Because of this, the messages of consumption in magazines usually 
revolve around a desired lifestyle that can be obtained through consumer 
purchases.  
As one of the forms of advertising media that popularized America as a 
consumer culture country, the occurrence of advertisements in women’s 
magazines are the result of a society’s manifestations of a consumer culture 
(Walker, 2000). The women’s magazines that advertise consumer products have 
shown how they play an integral role in introducing the female consumers to the 
sharply increased use of products for people’s homes. Walker (2000) informs that 
millions of people who read the magazines have been encouraged to do certain 
forms of “sisterhood” (Rosen, 1982) actions. This sisterhood action is the one of 
the factors that strengthens women to live longer for the sake of others. Knowing 
that the sufferings or sacrifices they have are the same, this collective knowledge 
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gives the strength to support each other. The kinds of sisterhood or collective 
action that magazines taught women can be in the form of “baking a cake, 
choosing a new brand of soap, voting in elections – and even interactivity in the 
form of letters to the editor and reader polls on various issues” (Walker, 2000, p. 
4). The existence of women’s magazines is understood to go hand in hand with 
consumer culture because both focus on the goal of satisfying the desires of the 
consumers, which wants similar kinds of products and services. Thus, the 
emergence of industries that created mass produced goods have relied on the goal 
of making something which gives some kind of pleasure for women consumers.  
The establishment of a pleasure industry and how industries use 
advertisements to promote the creations becomes the reason why women 
magazine advertisements have become the backbone of American consumer 
culture. Jefkins(1997, p. 5) reports that sponsors are counting on advertisements to 
popularize mass produced goods. Goodrum and Dalrymple also explain that: 
advertising was running the publishing business. Sixty percent of all 
the income received by magazines came from national advertising and 
a comparative percentage of the income of local newspapers was from 
advertising revenues although more than two-thirds of that was from 
local sources (1990, p. 33). 
Because of advertisements, many women become attracted to consume products 
and as a result give a significant increase to the nation’s economy. 
Historian, Sivulka accounts that in America, advertising has gathered power 
and reached deeply into consumer’s lives since the 1920s (1998, p. 306). 
Reflections of America living in the pleasure industry of a consumer culture are 






been made into a box office movie. The way Gatsby, the protagonist of the novel, 
dealt with his bootlegger business in order to attract his teenage sweetheart Daisy 
with an automobile, fashionable branded clothing and jewelry worn at glittery 
parties are images of how consumption has influenced his life. How Tom 
Buchanan pampers his mistress, Myrtle Wilson, with a house pet in addition to 
other flirting ways that elevated his materialistic life, is also proof of the affluent 
lives the American society were experiencing.    
 The advertisements of the women magazine in the 1920s-1960s have 
targeted newly emancipated women by selling everyday needs of American 
households like the basic needs of toiletries and modern kitchen appliances. This 
is why many modern appliances, such as the waffle iron, popcorn maker and 
toaster, washing machine, and vacuum cleaner like seen below were advertised as 
a promise for an easier housework for women, so that they may have more time to 
make themselves content with other pleasurable things. 
                             
Figure 1 Waffle iron &       Figure 2 Gyrator   Figure 3 Motor driven  




Other kitchen equipments that help ease the household work is the gas stove. It is 
interesting to note of the Frigidaire washing machine advertisement, which attract 








deep dirt without beating” (Ladies Home Journal, April 1961, p. 120).  This 
advertisement claims this way because before modern technology took place, the 
1960s housewives had to wash dirty clothes by boiling them and then when 
drying them they would beat the clothes up to make sure that all of the dirt would 
come of them. 
           
Figure 4 Caloric gas stove Figure 5 Frigidaire washing machine 
   (Ladies’ Home Journal,   (Ladies Home Journal,  
     December 1960, p. 29)      April 1961, p. 120    
 
Thus, acknowledging this usual routine, the advertisement continues its claim of 
making women’s lives easy by stating that there will be “No Blades! No Beating! 
No Lint Problem!” When reading in more detail of the advertisement, American 
women are promised an easy housework like the following: 
Watch clothes get cleaner, cleaner, cleaner! Only the Frigidaire 
patented 3-Ring Agitator gently somersaults each garment entirely 
under water. At the same time, it pumps suds-charged water through 
the fabric 330 times a minute. 
That’s how the Frigidaire Automatic Washer bathes out every speck 
of dirt – washes laundry sparkling clean – but never, never beats or 
pounds your clothes. It‘s no wonder this Frigidaire Automatic Washer 
was rated number 1 for all-around performance by US Testing Co., 
Inc. (Ladies Home Journal, April 1961, p. 120) 
 
This advertisement is showing women in the 1960s that they can set aside time for 
something else since the Frigidaire washing machine has lessen their time off 








affair with a washing machine doctor when something is wrong with the 
appliance. Walker (1998, p. 189) shares about an article published in McCall’s 
issue of June 1960 shares Joyce Lubold’s experience with her washing machine 
man. In the article it is told that Luboldwould start with an agreement that all-
American housewife are faithful both to her husband and her wedding vows. But 
when it comes to the strange tremor and fevers of her washing machine, she 
would tremble at dialing yet at the same time feel a great joy in calling for her 
Charlie Gant, whose phone number she knows by heart. She would call Charlie 
anxiously, though, for she is afraid that at the other end of the line his wife would 
ask her too many questions before the wife lets go off her husband to see this 
‘other woman’ who is in despair for his doctoring expertise of calming the tremors 
of the washing machine. When the woman in need of a washing machine repair 
man finally knew that Charlie could come, her heart would jump and beat faster 
than usual at the ring of doorbell and the sound of boots from her special Charlie. 
Just as though he is her mysterious lover, she knows the kind of coffee he loves to 
have from her and when the washing machine is fixed, she could not help but wait 
for the next meeting with this smart, gentle, and caring washing machine man. 
This article has just shown that advertising do have ways in guaranteeing 
women’s satisfaction in consumption by making some kind of personal 
relationship with readers. America’s economic affluence, therefore, not only 
allows demonstrations of personal pleasures in obtaining modern household 
appliances but also in women’s social lives.  
 Nowadays, in the 2000s washing machines are readily available in any US 








customary for women to buy their own washing machine and no longer is there a 
need for washing machine advertisements to tell women about how to use the 
machine that in the 2000s US advertisements as data for this dissertation, not even 
one of the advertisements is found about the washing machine. By comparison, in 
the Indonesian 2000s advertisements, however, with still many housewives 
traditionally washing clothes by hand, an advertisement on the promotion of the 
washing machine is still found. An example of this is in the following 
advertisement of the LG washing machine, which claims that it will make mothers 
and daughters smiling in satisfaction that their clothes will not have any wrinkles 
after washing it in a washing machine. In the advertisement, the claim, “tidak 
melilit, bikin gak kusut!” becomes the center of attraction:  
 
Figure 6 LG washing machine 
(Femina, 15-21 February 2007, p. 105) 
  
As seen by the happy expressions of the models used, the washing machine 
promises some form of relieve to any mother or girl who are stereotyped as the 
one responsible for doing the household chore. In comparison to the Frigidaire 
washing machine form the US, the focus of the advertisement is on the smiling 
models and not on the machine itself, thus lessening on the importance of the 








women readers still need proof of how the machine can make women satisfied by 
seeing how it will affect consumers. 
 In the US personal pleasures are seen through the symbols the 
advertisements signify. Most of the time advertisements play with the value of 
women’s freedom in choosing their own kinds of entertainment. In the 1920s, for 
example, women’s entertainment may be in the form of buying high heeled shoes, 
glittery jewelries, short sleeved and knee high flapper dresses, that is adorned with 
bobbed haircut styles and fancy hats, or smoking a Camel cigarette, which are 
especially aimed for the women in mind. All of this is conditioned to support the 
rise for America as the number one consumer culture. The more consumptive 
materials ae produced, the more women are invited to earn, buy and live in such 
comfort in the consumption of pleasure. The advertisement on Camel cigarette 
exemplifies the comfortable life of a consumer culture.  
 
Figure 7  Camel cigarettes for women 
(Cross, 2002, p. 52) 
 
 
Inspecting the advertisement, on the left side is seen a woman with bobbed hair 
and black cap, who is wearing a knee high dress with a long fur-necked coat and 








cigarette, she is shown sitting down with her knees crossed and holding what 
seems to be a cup of hot tea. 
 In consumer culture, possession of materials can elevate someone’s social 
status. Thus, it is interesting to note that in the Camel cigarette advertisement, to 
show the exclusivity, on the bottom right is the packet of the cigarette, which is 
claimed to have come from a far and foreign country like denoted by the camel 
picture on the package and the way the model is dressed. The exclusiveness is 
signified by the idea that not everyone can go to Arabian countries, but with the 
Camel cigarette in the US just anyone can smoke it and imagine that they are 
already in Arab each time they smoke away the cigarette. This life of exclusivity 
and pleasure is supported by the textual writings shown on the top right of the 
advertisement, which claims for “A boon for a breathless age”. Underneath the 
caption is also written the words “bridge… tea… dinner… theater… shopping… 
settlement house… golf… correspondence… It’s a mad but merry whirl. And 
sometimes even Youth likes to sit down and rest for a golden moment….. At 
which times a really a good cigarette is like the Dawn of a New Day”, which 
through a secondary signification of semiotic reading reveals that the Camel 
cigarette is a fashion accessory, just like the necklace, bracelet, coat and hat the 
woman is pictured with. The cigarette, likewise the accessories worn by the 
woman model symbolize a contemporary woman with the new status of affluent 
wealth.  
In an article entitled, “A Cigarette by Any Name”, Helen Woodward noted 




cigarettes; likewise RJ Reynolds Tobacco Company spent $16,801,448 
advertising Camels (Lewis, 2012, p. 11). Considering that the introduction of 
tobacco was in the condition where the US country was trying to recover from the 
Great Depression, an expense like this seems exaggerated. However, it turned out 
that the tobacco companies were in reality willing to pay to make it happen. 
Historically, the World War I has taken away many things of what the men 
enjoyed, such as the cars and cigars that were replaced by bayonets and tanks that 
the advertising agencies saw that the men were placed in a terrible conflict. In 
order to serve the country better, there must be something that would make the 
men happy and remind them of the better days. Thus, similar with the cigarette for 
women, Camel also created one for men. It promoted itself by saying that the 
flavor and scent of the Camel cigar can shoot men’s adrenalin and cause an 
increase of blood sugar to make someone feel more lively have highly appealed to 
men. As a consequence, like the women’s Camel cigarette, the promotion of 
men’s Camel cigars was also successful in promoting the life for pleasure. 
 With the idea that advertisers target more on women as consumers, 
advertisers also see that there is an advantage of dealing with how often women 
cared with the way they looked. Therefore, anything related to women’s beauty is 
also the target of the era’s advertising business. Lewis (2012, p. 14) mentioned a 
November 1931 article, in the New Republic, about a surgeon performing what 
was the first public facelift. This article has astounded women who had the 
opportunity to work in entertainment industries. With actresses getting older and 
having minimal chances for a prolonged work, the plastic surgery was an option 
women got interested to. Although there was a gimmick that offered only $50 for 
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a facial uplift, it did mention a $500 price for women who wanted surgery from 
professional surgeons. With this condition in mind, it gave way to the popularity 
of cosmetics advertisements. Although with simple cosmetics or makeup, the 
changes of the face may take months, the money spent is well below the cost of 
paying up a surgeon. 
In the 1920s, magazine advertisements have taught women to have the 
pleasure of giving particular attention to their own physical appearance by 
showing women how to use heavy makeup to attract men’s attention that were 
scarce as many others participated in the war. In marketing the consumption of 
beautiful appearances, women are at the same time conditioned to compete with 
each other to attain the most beautiful look they can have. Consequently, as can be 
seen in the following advertisements on Maybelline products, the language used 
in the advertisements are using a number of promises. For example, in the 
advertisement of the 1920’s Maybelline eye shadow it promises “to accentuate the 
depth of color of their eyes and to add a subtle, refined note of charming allure”, 
whereasin Maybelline eyelash darkener it promises “to instantly make their lashes 
appear dark, long, and beautifully luxuriant – to make their eyes appear larger, 
more brilliant and bewitchingly inviting”, and Maybelline eyebrow pencil 
promises “to artistically shape the brows”; and help produce three instant 
loveliness for women to have the famous silent movie actress, “Phyllis Haver” 
flapper look. To attract attention, advertisers use the strategy that the beauty 
commodities promise attractively healthy and younger looking women. Scanlon 
argues the advertisement’s attempt of grabbing potential consumers is often 
successful as they also use the consumer culture strategy of promising 
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contentment and an upward social mobility, which articulated a longing to the 
consumption of advertised goods (1995, p. 230). This becomes the reason why 
most advertisers would use of famous celebrities to hint that consumers’ social 
status will be elevated when using the product advertised. 
Figure 8 Three easy steps to INSTANT loveliness Figure 9 Phyllis Haver 
(http://www.fashiongonerogue.com/1920s-beauty-makeup-history-cosmetics/) 
Goods produced by sophisticated industries in consumer societies have been 
purposely created to fulfill the twin function of goods, i.e. “they satisfy immediate 
needs and they mark and communicate social distinctions” (Leiss, Klein, & Jhally, 
1990, p. 51). This means to say that the more consumer product one has, the more 
reputable will be the consumer’s social class distinction. With the American 
population having far greater discretionary income, leisure time and employment 
security than ever before, work was no longer the focus of everyday life. Instead, 
the sphere of consumption takes its place. With the Diners Club card issued in the 
1950 as the first modern “universal” credit card, followed by Americard (later 
Visa) in 1958 and Master Charge (later known as Master Card) in 1966 of the US, 
they help generate innovations for a worldwide consumer society (Ritzer, 1998, p. 
83). This existence of the worldwide credit card is believed to be one of 
American’s marketing strategies to make sure that American popular culture’s 
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products get to be consumed continuously by as many people in many generations 
as possible from all over the world. 
By linking consumption to media that support facilities of pleasure, a richly 
decorated elaborative play of advertisement messages produce the happiness and 
social success of living in a consumer culture. In Leonard and Conrad’s term, the 
easy available consumer credit, the modern practice of advertising and captains of 
industry have created a “work-watch-spend-cycle” (2010, p. 149) kind of 
consumer culture. In other words, the result of working hard is suggested to be 
given entertainment by not only watching advertisements for passing up time but 
also spending the work money to buy commodities that continuously enhance 
satisfaction. As a consequence, once consumers receive money again for their 
hard work, they would not mind spending their money again to purchasing other 
kinds of ‘entertaining’ products. 
The consumer culture media that most American families had their minds 
set on upgrading their social status by owning a television set. Television became 
a household must and created a portal for the government to advertise. Wilson 
(1995, p. 260) noted that the first marketed color television sets was in the 1950s 
and was priced at around $800 to $1000. It is interesting to learn, however, that it 
became less than $200 per set. This great decrease in price was due to 
technology’s advancement of mass production and USA’s support of a consumer 
society. It is in this spirit of television ownership and development of the 
American consumer society, that the growth of American advertising also took its 
rapid shape. With television in the living rooms of many Americans, there was 
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suddenly a fascinating array of must-have products that people never realized they 
needed before. With so many interesting products to see and yearning to be 
bought, the old fashioned cultural value of being thrifty and prudence can no 
longer be kept. With the instant gratification possible through the use of credit, 
during this time, most Americans were thinking if they can purchase something 
they need now then why wait until they have the actual money for it. With a 
household income of nearly $3000, almost 60% of Americans suddenly can own 
their own homes in the suburbs. For this reason, cars have become a needy vehicle 
for the family. As suggestive by the many car and housing appliance 
advertisements, by the end of the 1950s, most Americans would at least have a 
television set, car, washing machine, and refrigerator to keep up with everybody 
else. Faced with this condition, people tend to work harder in order to realize the 
work-watch-spend-cycle, like informed above. 
Realizing that people yearn for satisfaction and in support of consumer 
culture, the advertisers consciously not only deal with messages about what 
becomes a product’s characteristics, but also with the more important ingredient 
of dealing with the social roles of individuals. In selling products, advertisers 
deliberately show a set of values that the general public would agree to, and thus 
allows a better opportunity for the products to be consumed. In this situation, 
advertisements usually make use of magazines to assume the task of “instructing 
individuals how to match their needs and wants with the available stock of goods 
and consumption styles” (Leiss, Klein, & Jhally, 1990, p. 65). 
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In the 1920s, there have been magazine articles from the Ladies’ Home 
Journal magazine that address the concerns about American women wearing the 
same evening gown for five or ten years like what the British women did. The 
magazine have instead advised “a new car every year” or “sometimes two” 
(Cicero, 2009, p. 15), thus entailing that women should have the courage to 
frequently buy a new dress and beautify themselves as it not only make them 
happy with themselves but also keep the job that they have. Zuckerman (1998) 
explains that magazines have advised women to dress themselves and their 
husbands well by hinting that they will be in danger of losing their jobs if they did 
not maintain the appearance of a relatively wealthy family. This encouragement 
was prolonged even in the 1930s when America experienced the Great 
Depression.  
By the mid 1930s, however, the magazine could no longer pretend that its 
readers were affected by the Depression. In exchange they suggested ways of 
economizing while staying in the confinement of women doing their traditional 
social and familial roles. Examples of the economizing strategy have been in 
substituting margarine for butter and replacing eggs with baking powder in 
recipes. The following advertisement for a “Magic Baking Powder”  (Leiss, Klein, 
& Jhally, 1990, p. 69) in 1928 used the strategy of matching readers needs and 
wants by reassuring them that the pleasurable traditional roles of a mother would 
not disappear just because a modern technology help speed up the success of 
baking in the kitchen. Using Barthes semiotics to analyze the advertisement, 
visually it is found that the advertisement shows a mother successfully baking a 
chocolate cake that will be taken to the family’s dinner table. Yet before taking 
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the cake out from the kitchen, she smiles at her son, who is asking her permission 
to see it more closely. Perhaps the son would not only watch but also want to 
sample it. Meanwhile, beside her son, her younger daughter is seen very excited 
with the delicious looking doughnuts in front of her. The enthusiasm of the little 
girl is shown by her daughter stretching out her little fingers to reach for one of 
the doughnuts alongside a box of Magic Baking Powder. This entails that the 
mother is a good baker since doughnuts and the cake seem to taste as good as it 
looks.   
Figure 10 The Magic Baking Powder 
 (Leiss, Klein, & Jhally, 1990, p. 69) 
 Reading the texts closer, underneath the kitchen scene, a big and bold typed 
writing says: The old-fashioned mother who ‘bakes her own’. In much smaller 
letters as though it is not significant whether a reader can read them or not, is also 
written: 
Some people say that modern mothers are not such good home-makers 
as were the mothers of olden days. But that’s not true. Human nature 
doesn’t change a great deal. The world is still full of good mothers 
whose chief aim in life is to make their children comfortable and 
happy and to set them forth in life with sane minds and healthy, well-
nourished bodies. 
There is perhaps, less cooking by mothers in the larger cities, where 
more “boughten” delicacies are used on the table. But the ever-
increasing sales of Magic Baking Powder prove that children are still 
eating plenty of tasty, wholesome, “mother-made” cakes, biscuits, 
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etc., just as they did in the good old days… (Leiss, Klein, & Jhally, 
1990, p. 67) 
The text above acknowledges that modern mothers in cities often have a job 
outside the house that they may not have the time to do home baking for their 
families than traditional mothers used to do. According to Walker (2000, p. 38), 
this kind of scenario makes a dramatization of “the new against the old” or “the 
modern against the old fashioned” to explain why the first sentence in the Magic 
Baking Powder advertisement above make a claim about modern mothers who are 
not such good home-makers as were the mothers of the olden days. Thus, gives 
the reason why Magic Baking Powder is needed in their kitchen. Even though the 
modern mothers had no time to bake a cake based on their own recipe, they feel 
happy enough that the Magic Baking Powder can fulfill their need of satisfying 
their children’s wants of an oven baked cake. 
Advertising the pleasure of consumption through women magazine 
advertisements are not only making sure that women are acknowledged as good 
workers who pay attention to beautify themselves, and good mothers who make 
sure that the family does not get hungry due to the limited time she has for 
cooking the family with traditional dinner menus. Yet, the pleasure is also for the 
woman herself. In this case, advertisements that support a woman’s day out are 
also frequently exposed to women. The kinds of advertisements that elevate a 
woman’s pleasure are those that deal with fashion. Ever since women are given 
the opportunity to go out of their house, in addition to cosmetics, women are 
given arrays of opportunities to choose the kinds of body products, dress, jewelry 
accessories and other fashion accessories such as shoes and bags. 
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In the advertisement data for this dissertation, there are a total of 360 out of 
3621 advertisements found for body products. Most of the body products are 
advertised in the US Cosmopolitan (140), then in O: The Oprah Magazine (74), 
followed by the Ladies Home Journal (69), Indonesian Cosmopolitan (53), 
Kartini (13) and Femina (11): 
Chart 2 Number of body product advertisements in magazines 
The kinds of body products range from Nivea, Jergens to Vaseline white body 
lotion. The more available body products in the US rather than in Indonesia 
signifies that the dry and rainy season of Indonesia does not really force 
Indonesian women to have as many body products as the Americans who 
experiences four seasons. In attracting consumers, the US advertisements are 
clever in inviting all race and ethnicity to enjoy using the body products. They do 
this by using models from multi cultures.  











Figure 11 Nivea for multi race 
(O: The Oprah Magazine, May 2007, p. 68-69 
& USA Cosmopolitan, May 2007, p. 154-155) 
The Nivea body product advertisement for multi race suggest that the product is 
important to keep the skin smooth and soft for either a Hispanic-American 
represented by the curly dark brown haired model or a European-American model 
who is blond haired. Nivea body lotion is also popular in Indonesia. Although the 
packaging is the same, with the lotion in a white bottle with a blue block and 
white writing, the ingredient of the US and Indonesian Nivea is different. In the 
US Nivea the body lotion contains some milky ingredient that makes skin extra 
soft and not become dry even though a blistery cold wind or heat wave comes to 
the US. When this same US ingredient is applied to the Indonesian temperature, 
however, it is too creamy and would instead produce pimples. Judging the 
consistency of the Nivea lotion, the Indonesian Nivea product is lighter in 
consistency because it is less creamy or milky. This proves that consumer culture 
gives attention to the surrounding’s temperature and humidity first, before 
deciding which type of Nivea product is suitable for American versus Indonesian 
consumers. Nivea body lotion produced in factories in Thailand is, thus, more 
appropriate for the Indonesian skin rather than the ones produced by American 
factories.  Another sample of how buttery an American body lotion product is in 
the Jergensshea butter advertisement, which uses an African-American or 
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Hispanic-American model. This kind of image is rare in most US women 
magazines, even in O: The Oprah Magazine that is published by none other than 
the African-American celebrity, Oprah Winfrey, herself3.  
Figure 12 Jergens shea butter 
(O: The Oprah Magazine, February 2007, p. 148) 
It is interesting to note that the golden brown color used as the background of the 
backless dressed model accentuates the ingredient the lotion has but also the 
notion that it is a lotion for the non-white-Europeandescendants. The way this 
advertisement promises greater satisfaction to the colored consumer is by using 
the vocabulary ‘radiant’ in the claim: “Skin so radiant, you won’t be the only one 
that notices”. 
Magazine advertisements also deal with clothes or fashion wear. In varieties 
both US and Indonesian Cosmopolitan, this kind of advertisement take a lead by 
69 and 64 advertisements consecutively, like proven in the numbers recorded in 
the chart. This is logical in understanding that the age range of the magazine 
readers, who are mostly young energetic women who like to go out and have an 
outing adventure. In the other magazine advertisements as data, the occurrence of 
clothe advertisements are as follows, O: The Oprah Magazine (55), Ladies’ Home 
3 Part of the fact maybe caused by the condition that white European descendants 
are still the majority group in America, that Oprah deals more with advertisements 






Journal (45) Femina (13) and Kartini (5). The characteristic of both US and 
Indonesian advertisements is that they often show the different kinds of dress in 
consecutive pages, thus allowing readers to view and choose them as though the 
reader is in front of a clothes department store. In displaying the images the 
clothes it is interesting to observe the difference of the targeted Indonesian 
consumers.  
 
Chart 3 Number of clothing/ fashion advertisements in magazines 
 
In Indonesian Cosmopolitan more youthful and Western type of clothing is 
displayed. As seen below, some of the models are suggested to be casual and 
modernly fashioned.  
 
Figure 13 Hot, Hot, Hot 
Indonesian Cosmopolitan, May 2008, p. 28 – 29  
 













Although the material has an Indonesian batik pattern, the sleeveless and free 
flowing dress style, as well as the way some of the models wear short hot pants 
are imaged like how the Westerners are. Clothing for the Cosmopolitan readers 
should highlight the pleasure women should have in life. By comparison, the dress 
fashion that Femina suggest is more for the business and career minded women. 
Women are encouraged to pursue for a career by acknowledging the femininity 
beauty to ‘rock the body’, in order to realize women’s talents other than being a 
full-time housewife: 
Figure 14 Rock Your Body 
(Femina 29 May – 4 June 2008, p. 30 – 33) 
Kartini’s sense of fashion style gives support to the ethnic kebaya of the 
Indonesians. Although most of the time, Indonesian women wear their kebaya and 
kain like seen in the last advertisement, some modifications are done so women 
can also go to parties with a modern kebaya style. The modification can range 
from having a short rather than long sleeved kebaya, a long dress kebaya and a 
mini skirt kebaya style. All of those show that the traditional sense of Indonesian 
wear can follow the up-beat trend of the modern world. What is a local Indonesian 
fashion can thus, be elevated to the global, too. 
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Figure 15 Modern trend of kebaya fashion 
(Kartini 22 Oktober – 1 November 2008, p. 20 – 23) 
Samples of the fashion wear advertisements above proves that consumer culture 
do devise strategies to attract as much as consumers as possible to buy the 
advertised products in their magazines. By meeting what is imagined and desired 
by the consumers, the purchase of the products can be realized. 
In jewelry accessories, which range from necklaces, bracelets, rings, and 
earrings, the Indonesian Cosmopolitan has 67 advertisements, in comparison to 
US Cosmopolitan which has 38, followed by US O: The Oprah Magazine which 
has 34 advertisements, then 6 for the Ladies’ Home Journal, and 5 for Kartini and 
1 for Femina readers.  
Chart 4 Jewelry accessories in magazine advertisements 















Judging from the Indonesian Cosmopolitan’s number of advertisements, which 
doubles the US one, it is understood that young Indonesian women are those take 
pleasure in dressing up with various kinds of jewelries. The jewelries in this case 
do not need to be all made from diamond or gold, but they can be fun, colorful, 
and cuteones like those made from coral or wood. Lastly, the advertisements of 
fashion accessories are similarly ranked like the jewelry accessories shown in the 
chart.  
 Accessories can also be in the form of fashion materials such as bags and 
shoes that compliment women’s clothing. The magazine that advertises these of 
products more than the other magazines is the Tndonesian Cosmopolitan 
magazine. This dissertation finds 59 advertisements on fashion accessories are in 
Tndonesian Cosmopolitan, this is followed by US Cosmopolitan which has 31, 
then by US O: The Oprah Magazine which has 28 advertisements, then 17 for the 
Ladies’ Home Journal, and 7 for Kartini and 6 for Femina readers. 
 
Chart 5 Number of fashion accessories advertisement in magazines  
 













Women usually take pleasure in matching their dress with their shoes and bags 
like shown in this advertisement from Matahari Department store: 
Figure 16 Shoes and bags at Matahari 
(Femina, 29 May – 4 Jun 2008, p.104 – 105) 
With a leathery cream color of the woman model’s blouse, she is encouraged to 
buy the same kind of colored leather bag and shoes. With a 50% discount and club 
card, women could not resist the temptation of buying the advertised products. It 
is in this kind of environment that fashion accessories are continually popular, 
since it is natural for women to always keep up with the newest trends of fashion.   
2.3. Marketing Consumption 
People behind the production of consumer goods believe that women are 
traditionally consumptive (Abar, 1998, p. 317). Although one may not directly 
agree that women are the ones busy organizing purchases needed for the family, it 
cannot be denied that women are the ones shopping at the local market or go to 
malls and department stores to spend the family’s budget. These women would 
shop for daily primary needs like food and beverage, in addition to tertiary needs 
like buying cosmetics and other luxury goods.  In a family, the one often going 
shopping is the mother. Realizing how important a woman is in deciding how the 
family budget is spent, popular culture producers successfully make women their 






as targets of advertisements that is the psychological reasoning that women are 
emotionally compulsive buyers. As compulsive buyers, women are judged as 
those who have an uncontrollable drive or desire to obtain something based on 
their emergent wants rather than needs.  
Marchand (1986) asserts that women possess a “well-authenticated” 
emotion and a “natural inferiority complex”, thus magazine advertisements should 
satisfy the women’s “inarticulate longings” with idealized visions (p. 66).  As can 
be seen from the Chart of Motivation Process, the need of something usually 
begins with a latent need such as hunger. Once the need is recognized, there is a 
drive to reduce it. Need translates into a want or desire, like craving for a pizza. 
This desire is manifested into a specific goal as one may look for alternatives of 
Pizza restaurants until one finally chooses Pizza Hut. As a goal it is then realized 
through the behavior as sitting down in the restaurant and order, a Large 
Pepperoni Pizza. (2006, p. 250): 
 
 
Chart 6 Motivation as a process 






Drive reduction Need regulation 





According to psychologists Kasser and Kanner, the longings of the women 
drives them to consumption, which plays an enormous role in most individuals’ 
leisure activities, be it through watching magazine advertisements or commercial 
television, or wandering the shopping mall, or surfing the Internet (2003, p. 12). 
Using Maslow’s psychological theory of needs as a grounding of how the feeling 
of insecurity of not owning something suggests dissatisfaction and thereby makes 
someone need something has made Kasser and Kanner (2003) build up a theory of 
materialistic values. The theory claimed is the “experiences that undermine the 
satisfaction of psychological needs can cause individuals to orient toward 
materialism as one type of compensatory strategy intended to counter demand the 
distressing effects of feelings of insecurity” (Kasser & Kanner, 2003, p. 13). 
Advertising in this case becomes very effective as the spread of its materialistic 
values has made people feel they need to buy more and more things due to the 
dissatisfaction of one thing after another. 
With regards to magazine advertisements, Constardine (2009) shares his 
belief that women are attracted to the visual and textual description offered in 
them because advertisers, such as the USA’s N.W. Ayer & Son that gave de Beers 
its fame, or J. Walter Thompson that made Kellogs and Unilever products famous, 
and the Ogilvy & Mather agency that made the Rolls-Royce advertisement 
popular have hired research companies who employ a number of psychologists to 
find out what their readers actually want. As a result of this, the magazine 
advertisements have high chances of successfully obtaining their readers’ 
attention and eventually have their advertised products consumed. Constardine 
explains that most magazines make use of a targeting strategy, which is regarded 
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as “the strength of the magazine medium” because “it provides advertisers with an 
audience tailor-made for information about suitable products”, and therefore 
“magazine readerships contain little or no ‘waste’ of people who are not within a 
relevant advertiser’s target market” (2009, p. 26). This, therefore, explains for the 
global persistency of magazine subscribers. 
In reading advertisements, women readers are not only the target for 
consumption of the products but also in the culture values contained in the 
advertisements. Hermes (2006) reasons that one way of reaching a mass audience 
satisfaction in reading magazine advertisements is that the popular culture 
product’s value can satisfy the audience by providing a “temporary imagined 
ideal” identity (p. 34) is like that conceptualized by Anderson (1983) in his 
imagined communities. Consider the anti-aging advertisement from Clinique 
cosmetics whose text and visualization runs as follows:  
Scientists believe skin immunity is the future in the defense against 
the signs of aging. The future has arrived at Clinique. Clinique will 
tell you something scientists know – UVA/UVB protection is 
important, but just not enough to prevent signs of aging. Which 
brings us to skin immunity, that natural ability to defend and 
maintain itself. Remarkably, this daily moisturizer helps bolster 
your skin’s immunity – takes on UVB, the so-called burning rays, 
UVA, the premature aging ones, and more. So there are a lot of 
reasons for thinking Clinique’s Super defense is our best defense. 
Figure 17 CLINIQUE super defense 
(USA Cosmopolitan, May 2008, pp. 210-211) 
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Reading the text, it is learnt that Clinique’s super defense beauty cream can give 
women the promise to maintain a person’s youthfulness due to an anti-aging 
ingredient it has. Just how anti-aging it can be to a person is very individual, thus, 
to some people the effect of the cosmetics may only be an imaginary one. Yet, 
there is a sense of belonging with others who are successful with the anti-aging 
cream, so any woman who chose to consume it may feel satisfied with just 
imagining that the anti-aging cream is successful on her, too. Success in 
influencing women to consume the product lies in its promise of the therapeutic 
value to women who feel they cannot maintain their youthful looks unless 
consuming the cream. Upon the value of therapy, there are two kinds, i.e. scarcity 
therapy that addressed anxieties and abundance therapy that addressed aspirations 
to consumers (Lears, 1983, p. 17). Advertisers know that consumers long for a 
reintegrated selfhood, which are assimilated by both therapeutic and business 
elites. Henceforth, Lears (1983) continues to notice that not only does consumer 
culture makes a conspiracy with psychiatrists, social theorists, and captains of the 
nascent leisure industry, but also advertising executives (p. 17) that produce some 
kind of globally therapeutic promise like the anti-aging cream product above. 
Consumption starts where market ends. What happens to products once they 
have left department stores or retail outlets and reaches the hands of consumers is 
part of a consumption process. Seen in this way, the creation of consumer culture 
involves not only introducing new products and establishing a market demand for 
them, but also creating new domestic habits and activities that are either 






example, people who had never bought a particular product were taught to learn 
about them, need them and then dissatisfied if they have not bought them. 
A case of example is the following advertisement on a Max Factor lipstick 
product. An advertiser deliberately uses the word “lip glamorous” and offers the 
image of lovely puffy lips from a glamorous girl with fur coat to suggest the 
glamour and femininity that readers may want to have.  A close up of just the lips 
with a brown burgundy red colored lipstick, then followed by a girl model 
wearing a fur coat with her looking at her back as though saying ”Are you going 
to follow me? I promise I have something that will satisfy you”, and later a show 
of the kinds of colors Max lipstick offers is indeed influencing women readers to 
try the lipstick on: 
 
Figure 18 Lip glamorous Max Factor lipstick 
(USA Cosmopolitan, February 2007, pp.1a-d) 
 
The color and visualization of the lips gives hope to readers, that they too, can 
have lips that are as sexy as the young, bold and beautiful model of the 
advertisement. According to Zeisler (2008) the reason why the lipstick 
advertisement was made in such a way is because women models used in 
magazines often have two roles. One of them is to become sexy pinups alongside 
manly products, whereas, the other role is to become romantic symbols that show 




p. 24). This advertisement example does both. In promoting women as a creature
that is lovely and thereby should be adored, a focus on the sexy puffy lips is 
needed to emphasize that it is the beauty of the lips that is being marketed here. 
However, if a reader would see the lips in a feminist perspective she would not 
agree entirely on the idea, because the Max Factor lipstick that show the sexy lips 
and the sexy shoulder the woman model has can be understood as degrading 
women as only sexy pinups. 
The marketing strategy used by Lip glamorous Max Factor lipstick to lure 
its readers is, however, not new. The glamour value promoted in a magazine 
advertisement in 2007 has also been used in the 1961 Avon lipstick.  
Figure 19 Avon’s Lipstick Deluxe 
(Ladies’ Home Journal, April 1961, p. 15) 
In this advertisement, glamour is reached even though the model’s full face or full 
screen shot of the sexy lips are not seen. Here, the picture of the model wearing 
gloves and holding a lipstick, with the text in caps lock saying “LIPSTICK 
DELUXE” suggest that the exclusive glamour achieved from consuming the 
product is possible if the Avon lipstick is consumed. In order to generate a larger 
consumer audience, the advertiser cleverly posted a picture of a nurse talking with 






profession she wants, but in both profession a women will always need a lipstick 
to make her fresh and younger looking. Although it does not suggest a sexy pinup 
illustration like shown with the Max Factor lipstick advertisement above, to a 
feminist reader, the picture of the nurse and a housewife in the background of the 
popular artist in the foreground suggest that women are given limitations in their 
natural beauty because spectators of women give the understanding that women 
are only beautiful when they apply a colorful, sensational and glamorous lipstick 
to their lips. The idea of satisfaction and dissatisfaction here becomes an 
advertiser’s marketing strategy of giving pleasure to readers and consumers of the 
lipstick. 
Another case of marketing satisfaction or pleasure to consumers is seen in 
the following Quaker Oats advertisement. Goodrum and Dalrymple (1990, pp. 56-
57) tells of a German Miller, Ferdinand Schumacher, who emigrated to Akron, 
Ohio in 1856 who mixed animal feed with flour, water and oats to make a 
porridge, which is now known as oatmeal.  At that time his neighbors were 
shocked to see that animal feed was mixed into it but since it taste quite 
satisfactorily, with the word-of-mouth marketing the oatmeal became increasingly 
popular as a breakfast food.  
Usually in the old days, the making of oatmeal start from simmering the 
oats in a pan for the whole night until it softened sufficiently in the morning. Yet, 
with the invention of a double-boiler, the process could be cut short in boiling the 
oat with high flame for an hour before it was ready to be served. Later on, with the 








pound box of the oatmeal that was sealed at the factory with a guarantee of its 
cleanliness and honest weight. On one side of the box is a printed cooking 
instruction and a Quaker image on the other side, which promised a look of an 
earnest, hardworking and virtuous man to be registered in 1877 and trademarked 
for the first breakfast cereal in history. Schumacher believed that the secret of his 
oatmeal success lies in reminding his customers daily on the existence of Quaker 
Oats.  
Noticing that some people at that time were not proficient in reading, 
Schumacher would make sure that someone is reminded when the oatmeal has ran 
out and they would quickly buy for more. Schumacher makes a marketing strategy 
of taking advantage of some space in local newspapers, weekly farm reports and 
painting sides of covered bridges, barns and silos beside every road his agents 
could get a horse down to advertise Quaker Oats. Crowell, his companion help 
also in making farmers agree to accept money for a single wall advertisement, but 
if resisted he would offer to pay for the painting of a whole barn when allowed to 
advertise the oatmeal on the roof and one part of the wall that is facing the road. 
In return for this, the barn owner could freely choose any colors for the rest of the 
three sides of the barn. 
Another intelligent way of marketing the consumption of the oatmeal was 
Crowell’s ingenuity of designing a filling machine that could handle half-ounce 
miniature boxes of Quaker Oats and in going from one town to another town, he 
would hire school boys to leave one box inside each screen door in the 




demonstrate the cooking of the oatmeal in front of grocery stores and in booths of 
county fairs while giving out samples of the hot oatmeal to passers-by for free. 
Schumacher and Crowell’s effort of marketing the Quaker Oats was successful in 
making people yearn for Quaker Oats without feeling that they were forced to buy 
the product. People believe wholeheartedly with the health claim written in the 
Quaker Oat box.  
Figure 20 Quaker Oats’ 1913 advertisement 
(Goodrum & Dalrymple, 1990, p. 58) 
As shown in the 1913 advertisement, the Quaker Oats was explained in 
detail as “the most digestible grain foods that science has ever produced” because 
in nutrients the oatmeal is “four times as porous as bread” and when served with 
“cream and sugar” or mixed with fruit, the “puffed wheat” and “puffed rice” 
oatmeal would “float like crackers in a bowl of milk” producing a “quite 
enchanting” breakfast delicacy (Goodrum & Dalrymple, 1990, p. 58). The early 
claim that wheat and oat fiber were vital to health and digestion did have some 
merit. Nutrition studies conducted later in the century showed their role in 
preventing cancer and lowering cholesterol (Cross, 2002, p. 19). It is even claimed 






This Quaker Oats promotion on health is carried on to even in the February 
2007 edition of the US Cosmopolitan and Ladies’ Home Journal below, which 
emphasized the need for the traditional warm and crunchy breakfast and a 
“Cholesterol Nemesis” to maintain a healthy body. Traveling across the globe, in 
Indonesia, the Quaker Oats product is also popular that it gets to be advertised in 
the oldest and most popular magazine, the Femina: 
                         
Figure 21 Warm & Crunchy  Figure 22 Cholesterol Nimesis 
(USA Ladies’ Home Journal,  (USA Cosmopolitan, February 
     February 2007, p. 187)         February 2007, p. 212) 
 
 
Figure 23 Sayangi keluarga, sayangi jantun anda 
(Femina, 24-30 Mei 2007, p. 25) 
 
 
In the Indonesian advertisement, it shows a very stereotypical mother who is 
happy to prepare the oatmeal for her husband and two children. In the bottom 
centre is a red heart shape with the text “membantu menurunkan kolesterol” thus 
is supporting the American claim of decreasing cholesterol for the healthy heart of 
the consumer. This proves that in Indonesia, the gender ideology influences the 




Quaker Oats have proven that Schumacher and Crowell’s promotion have been 
very successful in promoting to people the need to consume their oatmeal in the 
transnationality of time and space. 
The consumer culture experts, Lindquist and Sirgy acknowledges that a 
good marketing strategy will involve the triggering of consumer’s motives by 
“inducing need recognition, triggering motivation through need-benefit 
segmentation, and triggering subconscious motivation” (Lindquist & Sirgy, 
Shopper, Buyer, and Consumer Behavior, 2006).  In inducing need recognition, a 
marketer must steer the consumer from an actual state to a desired state. Take for 
example this advertisement on a Platinum credit card, different kinds of dining 
wares, such as the spoon, fork, knife, chopsticks, and even a bottle of wine all 
pointing at the one card positioned in the middle of the table.   
 Figure 24 Platinum card  Figure 25 California almonds 
(Indonesia Cosmopolitan, November  (O: The Oprah Magazine 
             2007, p. 135) May 2008, p. 149) 
The picture suggests that the credit card enables the owner to purchase almost 
anything a consumer wants in order to feel wholeheartedly satisfied. With this 
kind of promise, a reader will want to know more about the card and how to use it. 
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Meanwhile, in the California almonds advertisement, although the almond is the 
centre piece by having it placed at the very front part of the advertisement that a 
close-up of the almonds are seen clearly; in the background is a smart couple 
enjoying their leisure time together, with the woman about to give her man one of 
the almonds. This action is an emphasis that an almond can ensure that the man’s 
heart health will be prolonged because of consuming it. The text that goes with it 
clearly informs the promotion of prolonging the health of someone’s heart: “A 
handful of your heart’s desire. Want a snack that loves you back? Reach for 
deliciously heart-smart California Almonds. Just a handful a day can nourish your 
heart by helping you maintain healthy cholesterol levels. Learn more about the 
power of a handful at AlmondBoard.com,” (O: The Oprah Magazine, May 2008, 
p. 149).
Another good strategy of marketing is by understanding consumer’s 
motivations. By finding out the motivation, marketers can better target goods and 
services to meet the needs of specific market segments (Lindquist & Sirgy, 
Shopper, Buyer, and Consumer Behavior, 2006). In doing so, an emphasis on the 
benefits of the products advertised may satisfy the needs of consumers. In 
marketing products, there is a need to take account of how some purchases reveal 
subconscious motivations. For instance, the use of cigars and cigarettes can be 
connected to such hidden motives as oral and sexual gratification. This is why as 
discussed earlier in this chapter the Camel cigarettes were highly popular to 
decrease any stress that overcome the World War’s soldiers. Constardine explains 
that advertisement is what makes a magazine appealing: 
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With magazines, readers [can] expect information that is personally 
relevant and involving, including ideas on what to buy and do, and the 
relationship is stronger and more emotional. Advertisements are felt to 
be merely incidental to sections but integral to magazines; readers 
spontaneously mention advertising as part of the appeal of their 
magazines. (2009, p. 20) 
Although products advertised in magazines are initially not the main focus of a 
reader’s attention, the visual qualities and texts of persuasions eventually get their 
way of getting a reader re-see and re-read it since they are believed to help realize 
the kinds of dreams readers have about a product. 
It is a reading moment when respondents of a survey say that they treasure 
buying the magazines as the magazines are taken home to read as a treat that is 
combined with other pleasurable activities such as taking a bath, which indicates 
as analogous to eating a favorite food (Constardine, 2009, p. 19). In this instance, 
the magazines are believed to have been consumed at a special moment of one’s 
time. This is the reason why Constardine explains that a magazine reading 
experience is one that is often enjoyed both for its relaxing nature and for its 
active input – dipping in, conscious scanning of each page, re-reading – and is 
thus felt to be more engaging and of more merit than watching television and 
easier to use, than the internet. (2009, p. 21). 
Reading a magazine is regarded to have more merit because it is especially 
presented for women, thus, have an important function of constructing a 
distinctive world for women. As a consequence, many kinds of magazines are 
created to offer the different kinds of world their readers have been waiting for. 
For example, there are those, which concentrate more on fashion rather than make 






home cooking recipes. A respondent from the NFO research comments, “I come 
out of reading Cosmopolitan feeling a different person than when I come out of 
reading Prima” (2002). A magazine, in other words, is like a reinforcement of a 
“reader’s identity”, because “the magazine plays back to the reader the values 
with which he or she identifies” (Constardine, 2009, p. 17). As shown, the reading 
of magazines induces different kinds of interests and satisfaction needs.  
According to the Henley Centre, the needs can be divided into either 
informational or cultural needs.  A reader in business type of magazines would 
need a different kind of interest when in comparison to a lifestyle and home 
magazine. In the first type, a reader will look for informational needs rather than a 
cultural one. Thus, articles that shares some kind of analyses and enlightenment is 
given more focus in informational needs, rather than any kind of cultural needs. 
By comparison, in the second type of magazines, which is for those interested in 
lifestyle and home interest, the needs of relaxation followed by escapism becomes 
the cultural needs.  
Women’s magazines offer both informational and cultural needs. A 
magazine, in other words, is like a reinforcement of a “reader’s identity”, because 
“the magazine plays back to the reader the values with which he or she identifies” 
(Constardine, 2009, p. 17).  As seen from the Chart, out of the categories of 
whether its contents are (1) instrumental, (2) gives analyses, (3) enlightenment, 
(4) self-enhancement, (5) ritual, (6) default, (7) relaxation, (8) entertainment, or 
(9) escapism; most women magazine readers choose a magazine to find some kind 








people regard it also as a close friend by not only winning the readers’ attention 
but also in winning their “active involvement” and be “truly engaged” through a 
feeling of “trust, support, status and participation”, which makes readers see 
magazines not as “THE” or “OUR world” but “MY world” (Constardine, 2009, p. 
11).  
 
Chart 7 Informational and cultural needs in reading magazines 
(Constardine, 2009, p. 10) 
 
 
In seeing magazines as THE world, Constardine means to say that a 
magazine is correlated to some institutions or the impersonal everyday contacts of 
women. With OUR world it refers to the women’s community, whereas MY 
world is referring to the friends and family of the woman reader. This is why as 
previously stated, a woman and a magazine is considered to have an intimate 
relationship. When a magazine and its content matches the readers’ own 




personal, emotional attachment to a magazine is like the close relationship readers 
have with intimate friends. This is why the Henley Centre claims that magazines 
can help reinforce and boost readers’ self-esteem or self-identity. This value of the 
self can be delivered in either three of the following ways: 
Expertise: making readers feel they are sharing in expertise, specialist 
knowledge and up-to-date information helps them to sense that they 
are gaining an edge in personal skills and interests, and that they are 
equipped for informational networking and gossip. 
Exclusivity: magazines can help readers feel they are a bit special and 
exclusive, elevating them and giving them a cozy warm feeling of 
clubbiness. Devices such as a letters page, reader offers, clubs, etc 
help to indicate and reinforce an exclusive positioning and 
differentiation. 
Badging: a magazine makes a statement; it is a designer brand. 
(Constardine, 2009, p. 12) 
In creating a close relationship, Constardine(2009, p. 19) also informs that the 
print magazine excels over other media of communication in that it puts the reader 
or user of the magazine in better control than compared to the television or 
internet media. A reader can spend as much or as little time to reading an article or 
advertisement on a print magazine. As contrastive points when viewing television 
or listening to radio, the broadcaster is the one in control the piece of information, 
thereby a 20 second commercial only lasts 20 seconds and no more. As far as the 
internet is concerned, advertisement in this form of media is even more in control. 
The function of a magazine is thus, to facilitate a democratic value for their 
readers, too.  
According to a “Magazine Reader Experience Study” there are twenty most 
important motivations that drive into reading magazines. The following are in 
rank of order: 
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(1) I get value for my time and money 
(2) I like it (i.e. negative correlation with ‘it disappoints me’) 
(3) It makes me smarter/ cleverer 
(4) It’s my personal timeout 
(5) I often reflect on it 
(6) The stories absorb me 
(7) I learn things first here 
(8) It’s part of my routine 
(9) I find the magazine high-quality and sophisticated 
(10) I trust it 
(11) I feel good when I read it  
(12) It’s relevant and useful to me 
(13) It’s brief and easy for me to read 
(14) I build relationships by talking about and sharing it 
(15) I find unique and surprising things 
(16) It improves me, and helps me try new things 
(17) I save and refer to it 
(18) I keep or share articles 
(19) I think others in the household would enjoy the magazine 
(20) It’s for people like me (Constardine, 2009, p. 13).  
It is interesting to learn that for the first case in “I get value for my time and 
money”, readers have given their reasons as follows: “It’s worth every penny they 
charge for it, It’s never boring to read an issue, I look forward to getting this 
magazine, I expect to continue reading this magazine for a long time, It’s hard to 
put down when I am really into it, I would think it as a possible gift to a friend, I 
feel like I am getting a good deal on this magazine, It is time well spent”. The 
other reason of “It makes me smarter” also generates interesting variables as 
follows: “It addresses issues or topics of special concern to me, I am mentally 
involved when reading it, I get ideas from this magazine, It updates me on things I 
try to keep up with, The magazine stimulates my thinking about things, I look at 
the magazine as educational. I am gaining something, I remember at least some of 
the things I have read for a long time, It is important to remember later what I 
have read in this magazine, Even if I disagree with things in the magazine, I feel I 
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have learned something.” (Constardine, 2009, p. 13). Another reason for reading a 
magazine that is interesting to reflect is in the statement for “It’s my personal time 
out”. Readers have given the following explanation: “My goal is to relax with this 
magazine, When I read this magazine, I lose myself in the pleasure of reading it, It 
is important to me to get comfortable when I read it, reading this magazine is a bit 
of a luxury, The magazine takes my mind off other things that are going on, It’s 
my reward for doing other things, It’s a treat for me, I like to kick back and wind 
down with it, It is a quiet time, I feel less stress after reading it, It’s an escape, 
Reading this magazine is my time alone” (2009, p. 13). Reading these reasons 
solidifies the understanding that readers do get emotionally close to magazines 
and gives them different kinds of impact.  
Constardine (2009, p. 17) also offers a thought-provoking reason for 
magazines to be picked up by readers based on the following attitudes. Usually a 
reader would have her own perception of what type of person she wishes to be 
that picking up a magazine based on the name or branding it has would be 
influenced by this kind of personal attitude. For example, the reason for someone 
to pick up a magazine with the name Good Housekeeping, Family Circle, or 
Glamour would be different from one another. Good Housekeeping, is probably 
picked-up when seeking advice in how to keep a house well-organized, Family 
Circle would most likely help a reader how to position herself well as a good 
cook, host or personal doctor for the family, and Glamour may be sought for 
when a woman wants some information on how to make herself glamorous at an 
important convention. Thus, when a magazine closely chimes in with this self-
image shown by the magazine’s name, there may be a high level of identification 
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with the chosen magazine. There may be a feeling of ownership, that this is ‘my 
magazine’, and becomes an inspiration to being able to do something right to 
become the type of person ‘I want to be’. With this powerful trusting relationship 
with ‘my magazine’, therefore, a magazine is finally chosen.  
Chart 8 Factors of buying and reading magazines based on class status 
(Nusaresearch, August 2013) 
In Indonesia, a research done by Nusaresearch in August 2013 reports that their 
534 respondents choose to buy a magazine because (1) the article in the 
magazines are interesting, (2)  the cost of the magazine is affordable and (3) the 
topic provided in the magazine is general enough that they get pleasure form it, 
(4) the general topic offered in the magazines is interesting, and (5) the 
explanations offered in the reading articles is interesting, (6) it is available 
anywhere, (7) it is popular, (8) it has lots of bonuses, (9) it is easy to subscribe, 
(10) the size is easy to carry, (11) contains good advertisements, (12) has 






percentages of the factors mentioned can be seen in the Chart that based itself on 
the social class of magazine readers. All of these factors give a better 
understanding about who and what the magazine readers want, so a more 
appropriate strategy is found to help sell out the advertised products chosen for 
magazines. 
 The magazines used as data for this dissertation research are the US 
Cosmopolitan, Ladies’ Home Journal, O: The Oprah Magazine, the Indonesian 
Cosmopolitan, Kartiniand Femina. It is interesting to note that first of all, the US 
Cosmopolitan and Ladies Home Journal were established at a time where they 
experienced the background of the three significant wars. Women readers have 
experienced the position as men’s chattel, army soldiers, factory workers, and 
obedient housewives and mothers. With this condition, it becomes significant to 
see why there are cosmetics, body product, fashion dress, jewelry and other 
fashion accessories advertisements that make women beautiful and become the 
gaze of their men as husbands, fathers, brothers, or friends. Fashion wear and 
accessories advertisements that either makes a woman become more glamorous or 
energetic are also seen. In support of making women as good wives and mothers, 
advertisements on kitchen recipes, kitchen utensils, health medications, choices of 
various food and beverages are advertisements are also found in the magazines. 
Meanwhile, the O: Oprah Magazine is published more than a century later. 
Similar kinds of advertisements are found but the case of advertisements that 
make woman become better housewives and mothers are not as strong as the two 
other magazines mentioned. With the Indonesian Cosmopolitan being a franchise 




brought to be more local in order to be better accepted by the local Indonesian 
readers. As mentioned by Nusaresearch, the Femina, and Kartini, have 
advertisements like the rest of the magazines mentioned, but the quantity is not as 
much as the articles that the Indonesian women magazine readers are expecting to 
read. More details about the magazine are as follows. 
In brief, first, the Ladies’ Home Journal was founded by Cyrus Curtis in 
1883 and became the “first American magazine to exceed a circulation of half a 
million” in 1891 and by 1905 it had reached to “one million” (Searles & Mickish, 
1984, p. 261). The Ladies’ Home Journal is known as one of the “most long-
lived” (Rodman, 2009, p. 144) American women’s magazines. It is also one of the 
“most conservative women’s magazines” that “promotes traditional family 
values” (McCracken, 1993, p. 34). When the magazine first emerged, the social 
climate of early 1900s USA according to Searles and Mickish(1984, pp. 262-263) 
was in its transforming nature of having women as domestic but also industrial 
workers. More women than ever joined the industrial labor force, and in general, 
women were gaining more social power through trade union activity, the 
campaign to secure nationwide prohibition, and the campaign for suffrage. 
However, a content analysis by Searles and Mickish of twelve issues of story 
articles published in 1905 revealed “the ideology that dominated much of the 
mass media and legislation during this period” was instead “promoting restrictions 
on female participation in society” (1984, p. 263). There were protective 
legislations that provided financial and safety gains for women in the industry, but 
it also served to limit the hours the women worked as well as the kinds of jobs 






still defined women as the property of men and argued that “women forfeited all 
civil and personal rights and liberties at marriage” (Searles & Mickish, 1984, p. 
263). Since the close of the Civil War, women were needed in the industrial 
revolution, and thus many were expected to work outside the home to help the 
nation prosper, but at the same time, the change created tension and confusion 
towards the natural women’s role of wife and mother.  
 One of the most powerful and frequent recurring message in the short 
stories of the magazine was “the importance of women to submerge their 
identities and sacrifice themselves for others” (Searles & Mickish, 1984, p. 264). 
There have been a number of attempts to make the magazine give out the message 
that there is more to life than just becoming wives who do housework and 
childcare from Betty Friedan and Mrs. Nixon who called on women to use her 
talents and become a volunteer to work part-time and not become “domestic 
slaves” (Hunter, 1990, pp. 595-596) and show that children have benefitted the 
working mother, yet the attempts were not successful.  
 As a magazine, the Ladies’ Home Journal still strongly exist today with a 
monthly circulation of “more than 4 million” (Mastin, Coe, Hamilton, & Tarr, 
2004, p. 234) and has maintained its special features of giving tips for the general 
women to have a better family life, maintain their beauty, health and nutrition by 
being constantly fit, so as to please their men.  Being a magazine that tries to 
shape women’s lives as responsible mothers and housewives, this magazine still 
have more reading articles that advertisement pages. In the May 2008 edition, 




magazine. The advertisements, thus, make up for only 35% of the magazine’s 
pages. 
Chart 9 Ladies’ Home Journal 1960s 
In this dissertation, the Ladies’ Home Journal magazine advertisements that are 
under analysis are those from the 1960s and from the 2000s that are represented 
by the years in 2007-2008. In the 1960s, there are 348 magazine advertisements 
under inspection. In it is found that the top three types of advertisements found are 
about Food & Beverage (29.71%), Health Facilities or Products (15.92%), and 
Kitchen Utensils or Home Appliances (14.85%). As preconditioned by the 1960s 
background, where modern technology are supplied to help women become good 
housewives and mothers, the position of food and beverage as the top rank types 
of advertisements and kitchen utensils and home appliances in the third rank 






 The second rank being about health facilities or products supports society’s 
want of mothers who should be  intelligent enough to make their family healthy, 
either by food or home facility products.Reflecting to the mission of the 
magazine, it becomes understandable to see how persuasive advertisers have been 
in promoting their kitchen or home appliances products.  Persuasive techniques 
has been used through the texts and colorful pictures to describe how more at ease 
each woman would be in doing her housework if she could own the washing 
machine, refrigerator, vacuum cleaner, toast machine, coffee machine, blender, 
gas oven, pressure cooker, etc. By comparison, in the 587 advertisements 
analyzed from the 2000s Ladies’ Home Journal, the three top most types found 
range from Health Facilities or Products (34.97%), Food & Beverages (21.68%), 
and Makeup (10.02%): 
 





With the health type of advertisements being the top rank in types, it shows that 
the Ladies’ Home Journal is more concerned with smart advertisements that help 
better the society, meaning that the editors of this magazine, consumer products 
which are just for pleasure and entertainment sake are not as important to the ones 
that can increase health. The editors in this case receive advertisements not for the 
increase in revenue sake, but more on how it can morally or ethically help its 
consumers. 
In viewing the Cosmopolitan it is found that the magazine represents the 
popular upbeat style of women who have careers and special relationship with 
men (Peiss, 1998; Wilson, 1995). Inspecting the May 2008 edition also, 132 pages 
out of the 301 or 44% of it are filled with advertisements. The claim that readers 
get value for her time and money, or readers feeling it were worth every penny 
they charge for buying the magazine and the products advertised in the magazine, 
shows that readers are somehow learning how to become upbeat from the kind of 
products advertised in the magazine. Looking at its historical facts, it is learnt that 
the magazine was founded in 1886 as a family literary publication by Paul 
Schlicht, who originally created it as a domesticated magazine for the family 
featuring fiction (Sternadori, 2011, p. 1). However, since the 1960’s, the magazine 
was targeted for women readers who have no plans for early marriage, children or 
a domesticated existence. This change was influenced by the 1960’s rise of 
feminism, where women demonstrated against their daily domesticated role as 
housewives and other forms of discrimination such as the lower pay and fewer 
promotions for women at the work force (Women's Movement, 2012). It was in 
that decade when the women began to realize that they, too, have the abilities to 
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realize their political and academic achievements (Friedan B. , 1974, p. 348). With 
Helen Gurley Brown’s message of ‘Live big, go for it, be the best you can be in 
every area of your life’, women who were once housewives realized they could 
become career women. Brown exclaimed that the magazine was no longer a 
general magazine covering subjects that appealed almost equally to men and 
women. It was a magazine for a woman who still was traditional in many ways, 
but did not want to get her identity from other people because she wanted to 
achieve on her own (Brown's Editorial Policy, 2012). Brown envisions the 
magazine to “serve career women in their 20s and 30s by writing openly on topics 
such as sex and personal relationships including premarital and extramarital 
affairs” (Sternadori, 2011, p. 2). In its first emergence, the Cosmopolitan reached 
to a number of 25,000 during World War II and peaked up to 2,000,000. By 2001, 
the Cosmopolitan reached a much greater popularity among young women with a 
circulation of 2,963,351 in the U.S where women are the largest consumers due to 
their more time than men in shopping and banking (Women Surfing Style, 2012). 
In 2015, it is estimated that $12.5 trillion are passed through the American 
women, because its ‘fun fearless female’ slogan that continually challenge women 
from all over the world to become globally represented, modern and universal 
beings has recognized it as the most popular magazine in the world with its 64 
international editions, printed in 35 languages and is currently, distributed in more 
than 100 countries (Cosmopolitan, 2012, para. 1).   
This dissertation finds that the three top most products advertised in the US 
Cosmopolitan of the 2000s are about Makeup (25.26%), Body Products (18.42), 






magazine’s target of readers, who are around the 18-30 year old group of young 
women having no plans for early marriage, children or a domesticated existence.  
 
Chart 11 USA Cosmopolitan 2000s 
 
Thus, products advertised in the magazines often deal with how to make a 
woman’s body more attractive, more young and more sensual looking for their 
male partners or friends. The kitchen utensils and home appliance that was the top 
rank type of advertisements of the 1960s Ladies’ Home Journal in the US 
Cosmopolitan is in the last position. 
Travelling across the continent, the Cosmopolitan is globalized to Indonesia 
with its name originally called Kosmopolitan Higina for its initial September 1997 
issue. It was a break through magazine for it promoted sexually assertive women, 
which at that time was not the majority Muslim’s idea of a cup of tea (Nelson & 








magazines, in Indonesia alone, the Cosmopolitan has a circulation of 139,000 in 
the year of 2004 (Saraswati, 2010, p. 22). The name ‘cosmopolitan’ is not only as 
a magazine label, but literarily to show that it is for the modern, outgoing, 
‘cosmo’ women who embody the notion of producing cosmopolitanism’s 
transnationality. The franchised Cosmopolitan according to Chang always have 
both “centralized and localized” qualities, where various editions from many 
countries can borrow from a “central bank”, i.e. in New York headquarters for 
materials and “sister bank” from other countries, to create a unique blend of the 
global and local on topics concerning womanhood (Chang Y.-l. , 2004, p. 363). 
Thus, almost like the American version, the Indonesian Cosmopolitan does have a 
lot of advertisements when compared to the locally bred Femina or Kartini that 
only has about 1% of its pages for advertisements.  
 





In comparison, the example of the November 2008 edition shows that 82 out of 
the 307 pages it has, or 28% of it are delegated for advertisements.As shown by 
the next chart, it is found that the top three type of advertisements in the 
Indonesian Cosmopolitan is in makeup (18.39%), health facilities or products 
(10.94%) and jewelry accessories (10.18%). Like the American version, 
advertisements on makeup and health are popular, but in Indonesia’s case, jewelry 
accessories are also highly popular. This reflects how the Indonesian readers of 
this magazine chose to have the magazine as a way of knowing the latest fashion 
trend, if they want to attend special functions. It is interesting to note when asking 
an Indonesian what makes them buy a Cosmopolitan, some responded that they 
like seeing the kinds of fashion accessories that it has, which includes the 
jewelry.Even though, they may not have sufficient money to buy the products, it 
is satisfying already to see the advertisements in the magazine as they can dream 
about it and hope to have it realized one day. 
The other magazine to learn about so that a more appropriate marketing 
strategy is found in attracting its advertisement readers is the O: The Oprah 
Magazine. It is learnt that it was created by the most popular and successful 
African-American woman of the century. The creator, Oprah Winfrey is the first 
African-American to host a national talk show, the first woman to own and 
produce her own program, the richest woman in show business and the most 
visible black public figure (Newcomb & Chatsky, 1993). Her popularity is backed 
by her television show, which is said to have 22 million viewers each week in 
USA and is marked as a “top-rated daytime television talk show” with three-
quarters of the “predominantly white audience” being women aged between 18-54 
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years old (Peck, 1994, p. 90) . Thus, when in April 19th, 2000, Oprah brought her 
own name to her magazine it quickly became what the New York Times calls as 
“the most successful new magazine in decades” (Campbell, Martin, & Fabos, 
2000, p. 306). With over 300 pages of material, Oprah’s first magazine issue 
reached up to 1.6 million loyal fans. Because Winfrey already is a public figure, it 
is interesting to note of her high confidence in many editions of having herself as 
the model for her magazine cover. Ever since the first publication, there were only 
two times where Oprah appeared with another public figure, i.e. in the April 2009 
issue with the First Lady Michelle Obama and in December 2009 with a fellow 
daytime TV host, Ellen deGeneres. Since December 2010 Oprah released her first 
digital magazine for the iPod, yet although there is already a 230,000 subscription 
for the digital version in Oprah.com website, she manages to still have an average 
of 1.5 million newsstand copy sales per issue and more than a million subscribers 
for her hard copy magazines.  






The number of pages that Oprah publishes is usually quite bulky. As an example 
is the May 2008 edition. It allocated 340 in total number of pages, with 49 or 14% 
of them on advertisement. Perhaps, Oprah is quite a big sponsor for the magazine 
that she does not really need that many advertisements to help her continue her 
publications. Although much smaller in number of advertisements than the 
Cosmopolitan it is still so much higher than the Indonesian magazines. This 
proves then, that the US is a consumer culture as most of their magazines are 
filled with consumer product advertisements. 
The next magazine under scrutiny is Kartini. It is founded in 1973 by 
Lukman Umar who is a reporter and one of Indonesia’s successful businessmen 
from Minangkabau. Its contents are usually about the latest news in town with 
some educative and moral articles relevant for adult women readers (2015). 
Almost like the Feminamagazine, in the magazine are also some recipes, 
inspirational stories, culinary and places for adventure, a number of fascinating 
articles for women such as how to do makeup, and other beauty tips. The lifestyle 
of celebrities and their recent gossips that may inspire old and young Indonesian 
women also becomes characteristic of this magazine. As a sample of how many 
percent the advertising pages takes place, the Kartini’s 25 January-8 February 
2007 edition shows that only 22 out of the 146 pages are on advertisements, thus 
making it around 1.5% only. This proves that the data result of Nusaresearch is 
found true, i.e. most Indonesian magazines see that their readers enjoy reading 





Chart 14  Kartini 2000s 
In the type of advertisements of the 2000s, it is found that the top rank is 
like Femina which is about Food and Beverage (23.65%). This is followed by 
Health facilities or products for 23.65% and makeup for 14.19%. Unlike Femina, 
makeup comes third in rank,thus, signifying that in Kartini it is far better for 
women to become good housewives and mothers. This is almost similar to the US 
Ladies’ Home Journal. Making a woman beautiful with the latest trend in makeup 
for Kartini is not as crucial as Femina.  
About being beautiful a website on “Ciri Khas Kecantikan Wanita 
Indonesia” (Nurul, 2013) informs that the Indonesian women is known for her 
exotic complexion with the sweet smile and warm-hearted personality. In 
comparison to Chinese and Korean women, the Indonesians are characterized by 
their large rounded eyes, with nose like a rose apple guava, which is big but not as 






of color depending on where a person originates. They can be like the African-
Americans when dealing with people living in Papua, a country situated near 
Australia, or they may be like the Hispanic-Americans when seeing those who 
lives in the nearby Timor Leste areas, or those that are golden brown which 
becomes the majority of Indonesians. Cosmetic products for any kind of skin 
color is, thus, quite suitable for many Indonesians do have a variety of colors. In 
comparison to Americans, most Indonesian women are short and have chubby 
cheeks that they look younger than most of their real age.  
The Femina is the last magazine to analyze. It is the first woman magazine 
in Indonesia. It was founded in 1970 by PT. Gaya Favorit Press with a biweekly 
publication but then became a weekly one ever since 1980. The reason for this 
change is because of its high popularity and up till now it still receives the most 
adult women subscribers in Indonesia (Helda, 2013). It focuses on lifestyle and 
fashion, and gives a significant contribution to Indonesian literature being a 
magazine that is owned by the Sutan Takdir Alisyahbana family and one that gave 
birth to the novelist Marga T. The founders of this magazine are Pia Alisjahbana, 
Mirta Kartohadiprojo and Widarti Gunawan. Femina is among others continually 
popular with the short story and novel series competition it holds every year to 
help promote new and successful novelists. Like informed above, the magazine 
has more articles than advertisements. For example, the 24-30 May 2007 edition 
only has a total of 139 pages with about 19 pages of advertisement, thus only 
around 1.7% of the total. Articles about how to donor body organs, what becomes 
the solution for the Lapindo children who are victims, how to deal with men who 








information on culinary adventure and an interview about the reproduction of 
women’s organs are far more interesting to read than the advertisements. The 
three prominent types of advertisements in this magazine are about food & 
beverages (17.33%), makeup (14.36%) and Cards (14.36%). The advertiser’s 
inclination of making Indonesian better consumers with the abundant promotion 
on Cards is an interesting fact to follow up.  
 
Chart 15 Femina 2000s 
 
 The cards discussed here, is the promotion of the BCA credit card, Mandiri debit 
card, and even the telephone XL and Simpati card like that seen below form the 
24-30 May 2007 edition of Femina. The cards advertisement denotes that not 
everyone in Indonesia has been accustomed to having and using it, so they get 
introduced frequently in magazines. In rural areas, in fact, Indonesians do not 




Indonesians still need advertisements that teach them how the benefits of using 
the cards. 
Figure 26 Mandiri Debit Card    Figure 27 BCA Credit Card     Figure 28 XL Card 
      (p. 67)       (p. 139)      (p. 51) 
Figure 29 Simpati Card Figure 30 AW’s Potato Figure 31 Maestro 
(p. 39)         cheese balls  (p. 97) 
(p. 91)  
In reflection to the US magazines, an advertisement such as the credit and 
debit card is something that is rarely done. Being a consumer culture, people in 
the USit card automatically have easy access to credit cards that when paying for 
some merchandise by using a debit card, it is regarded as something out of the 
ordinary. The card advertised in Femina also includes phone minutes for the XL 
and Simpati. This kind of advertisement in the US is also uncommon since access 
to phone minutes are available in any little vendors around the neighborhood that 
it needs no advertisement. Phone minutes are also easily available on line, so 
informing about its availability through a magazine advertisement is very rare 






having a mobile phone is merchandise that not anyone can buy. The price of a 
mobile phone can in fact cost a whole month’s salary for a middle class person. 
Yet a decade later, this condition has changed to a more easy access. America’s 
purchase of phone minutes on line in 2007-2008 has only begun in Indonesia in 
2014-2015. 
The drive for Indonesians as having a consumer culture is caused by its 
population that is expanding at a rate of 2.9 million a year. It is estimated that 90 
million Indonesians is predicted to join the ranks of the consuming class by 2030 
(Razdan, Das, & Sohoni, 2013). By 2030 most 71% of the Indonesians are 
expected to shift to living from rural to urban areas. In 2013, McKinsey and 
Company made a consumer study report of more than 5,500 consumers across 44 
cities and rural centers in Indonesia, with five key sectors, i.e. food and beverage, 
home and personal needs, financial services, consumer electronics and over-the-
counter pharmaceuticals. In the report, Razdan, Das &Sohoni (2013) found four 
categories of urban consumers: (1) a wealthy upper echelon of about 2 million, (2) 
an engaged and promising consuming class of 55 million, (3) an aspiring class of 
69 million, and (4) a struggling class of 4 million. The report shows that only the 
consuming class will differ in the future, whereas the others remain relatively the 
same. Regardless of the class category, the urban Indonesians are said to all share 
the following defining characteristics. They are strongly family-oriented and 
consider what their children what say when it comes to purchasing decisions. 
They are risk-averse, meaning they tend to live with what they have and avoid 
borrowings, which unfortunately makes them late adopters of technology and 




The consumer class group described by Razdan, Das & Sohoni’s (2013) 
research, however, becomes the main interest for this dissertation. They say the 
urban consumer class is characterized by their drive to try new products, to self 
indulge, to pay more for premium and better quality products and services. This 
explains why in Indonesian magazine advertisements there are many promotions 
on credit and debit cards, in addition to modern American popular culture 
products, such as the microwave, the home theater system, the yogurt, energy 
drinks, mouthwash and oatmeal.  
2.4. Cross Bordering Nations through Consumer Cultture’s Freedom 
Imagery 
As mentioned in the previous chapters, globalization encourages the transfer 
of technologies, genres and works which are moving and interacting across 
national and cultural borders (During, 1997, p. 808). It also happens to the 
strategy of the US consumer culture to popularize American products by crossing 
the borders and thus creates the atmosphere for the transnationality of popular 
culture. In realizing the transnationality, modern technologies have opened the 
pathway to diminish the space boundaries with other countries, in order to create 
the free communication between the regions.Thus, with US mass produced goods 
reaching and being recognized overseas, the US popular culture products receive 
its transnational or global quality.  
Due to the advancement in technology, American consumer culture is 
relying on their women magazine advertisements to cross border in space and 
time. To ensure popularity in different nations, US advertisements have been 
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making some hybrid mixing and negotiations, so that the imagery of America as 
the number one nation still holds its truth. In Indonesia, strategies to show 
American hegemony may be seen in how American advertisements are published 
with or without any changes in either the language or visualization used in 
Indonesia and likewise other countries’ women magazine advertisements. Another 
strategy is in making a hybrid of the American and local cultures to ensure 
acceptability of the advertisements by readers around the globe, to ensure that 
American advertisements as a form of popular culture have the great possibility of 
travelling across many borders. 
As revealed in the previous chapter, despite the fact that “magazines 
were the last of the print media to become popular, they became the first 
national medium” to cross the American borders and is “the first of the 
specialized media” to which “all media need to follow” (Rodman, 2009, p. 
138). Being a national medium, the advertising in magazines, is thus 
understood to be consumed by large and heterogeneous audiences. 
According to Hermes (2006), it is in the culture of the popular and global that 
people feel they have a certain bond of belonging. This bondage in making 
importance to the ideology of collectivism, which is celebrated through the 
fantasy of the ideals and hopes for a better society, blurs the borderlines of “age, 
gender and ethnicity” (p. 38). Consequently, in non-American families, the 
chances of rejection on what an advertisement has to offer can be brought to a 
minimum level, because an advertised product has been successfully globalized to 
make readers feel they are already familiar with it and can accept whatever is 
being offered. Thereby, not only is an advertised product becoming popular all 
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over the world, but the values they carry may have homogenized with cultures of 
the locality that the crossing of borders through space, time, and culture is 
possible. 
Global values become one of the essential things which can help in the 
border crossing of magazine advertisements, since culture impacts every aspect of 
a society including the thinking and acting of every member of a group (McCarty 
& Hattwick, 1992). Advertising products without taking into accounts on the 
consumers’ culture will result in their rejection to even notice the advertisements 
moreover buy the products. For example, putting a highly provocative 
advertisement or cover in Indonesian magazine will make the potential buyers feel 
uncomfortable to buy it moreover read it. Imagine buying a magazine with nude 
women on its cover in your nearest newsstand and notice how the people are 
looking at it. This is the reason why in India, some sexual content is deliberately 
removed from its Cosmopolitan edition to accommodate the consumers’ value in 
that area. That is why, most researchers argue that culture has a significant 
influence on international advertising strategy and it should not be ignored 
(Kalliny & Ghanem, 2009). 
Pollay and Gallagher (1990) argue that imageries of nations’ cultural values 
are the core of advertising messages and typical advertisements are reinforced by 
it. Several empirical studies also found that advertisements reflecting local 
cultural values are more persuasive than those that ignore them. Because of this, 
marketers working with advertising agencies in an international context should 






congruent with the values of the host country. Due to the large range of products, 
there have been conditions that are more or less alike, which forces the 
advertisements to link the product to other values in order to communicate an 
attitude or opinion towards life and the world.  As  more  consumers are searching  
for nostalgia and genuine  products,  the  companies  chain  emotional  stories  to  
their  products  and  link  important values to  them  through simulation  
(Nørgaard, Faaborg, & Gesteland, 2002, p. 14).  As a strategic consumer culture, 
advertising, therefore, must promote values that make some kind of sense to the 
target group.  For  instance,  in  Denmark,  Carlsberg  uses  the slogan  “VoresØl”  
to  emphasize  the  sense  of  community  and  national  identity  (Hansen, 1996, 
p. 34). Extending  the  idea  of  power,  as  presented  by  the  philosopher  and  
historian  Michel  Foucault (Baldwin, 2004, pp. 94-95), it can be argued that 
consumers are prisoners in the world of advertisements. In their own constructed 
and symbolic world, advertisements have the power to control consumers’ lives 
and behaviors. 
In cross-cultural marketing communication, advertising must be adapted to 
meet the cultural norms and values, as a message is interpreted differently 
depending on the recipient’s cultural background. In  addition,  some  products  
are  sensitive  to  cultural  values  and  can  be  connected  with  different 
associations  in  different  cultures,  which  again  emphasizes  the  necessity  of  
adaption. By showing values, advertisements are in general defined as cultural 
mirrors. As a mirror, advertisements can reflect the culture in question, but also 
point to the most familiar and stereotypical of ideals, norms, ideologies and 




advertisements  “present what appears to be the only  ideal  and  the  desirable 
way  of  living”  (Dyer, 1982, p. 11). Bullmore, as cited in Mooij(1998, p. 33) 
points out that advertising is only effective if it represents the culture in question, 
because it does not only provide messages about a product, but also certain 
aspects of culture. Advertising and culture are inseparably linked as 
advertisements are decoded and understood in the light of the culture of the target 
group. According to Mooij “we all have universal needs, but the way we satisfy 
them differs among cultures” (2005, p. 37). Advertising thus differs across 
cultures, as it is influenced by the social and cultural contexts in which it appears. 
According to the anthropologist Edward T. Hall, “Culture is communication 
and communication is culture” (Gudykunst & Kim, 2003, p. 4). Hence, culture 
and communication are identical because it is due to our cultural background and 
the norms, and rules of a particular culture’s language that we communicate as we 
do.  High-context communication versus low-context communication is about 
understanding cultural differences and similarities that are within communication 
styles. In Mooij’s understanding on advertising, what is meant by high-context 
cultures are usually collectivistic cultures such as found in Indonesia, Japan and 
likewise China. As regards to advertising, high-context cultures base their 
advertising on “symbolism” or “indirect verbal expression” (Mooij, 2005, p. 56). 
This  means that these cultures are more visually oriented, because  information  is  
in  the  “visuals,  the  symbols  and  the  associations  attached  to  them”.  By 
comparison, individualistic  cultures,  such  as  the US, Denmark  and  Great 






characterized by argumentation and rhetoric because the information is found in 
the words rather than in the visuals (Mooij, 2005, p. 56). 
In relation with the value of images that is brought within magazine 
advertisements, according to Walker (1998), there is an influencing role to the 
shaping of women. Like informed previously, they have become the media to 
instruct how someone should dress; conduct relationships for marital harmony; 
manages the household; which includes how to cook, raise children, purchase 
products either for home decoration or beautify oneself, spend time such as in 
gardening, and a plan for the future. Especially in the years before and after the 
1950s where America is at a state of affluence, which results in the rise of popular 
culture products, the magazines assumed importance in shaping and reflecting the 
values, habits and aspirations of the American women and families. In this term, 
the American values being represented in the magazines’ advertisement can also 
cross borders to the countries in which the magazines are being publicized. The 
exposure of those values then triggers the notion of American consumer culture 
and of ’Americanization‘ which puts the consumers as the object of the American 
hegemony in the terms of culture, like mentioned in several chapters of this 
dissertation. 
Rokeach defines personal values as enduring beliefs whereby specific 
modes of conduct or end-states-of existence are preferred to other specific modes 
of conduct or end states, and mention that the notion of instrumental values which 
refer to the personal values are enduring beliefs of specific modes of conduct or 








end states (Lindquist & Sirgy, 2006, p. 173). Specific modes of conduct are how 
people showtheir ambitions, broad mindedness, capability, cheerfulness, or 
helpfulness. There is also a terminal of personal values that are specific modes of 
conduct or end-states-of existence, if enacted overtime and can lead to desirable 
end states or terminal values.In this case, the terminal values range from the 
feeling of having a comfortable life, a sense of accomplishment, a world at peace, 
or racial equality. Those values are basically the values that consumers seek in 
relation with their decision to buy a certain product. Thus, as discussed in the 
previous sub chapter, when consumers seek for satisfaction, magazine 
advertisements often involve imageries that include the values to which Lindquist 
and Sirgysummarizes to the nine dominant consumer values, as follows (1) self-
fulfillment, (2) excitement, (3) sense of accomplishment, (4) self-respect, (5) 
sense of belonging, (6) being well respected, (7) security, (8) fun and enjoyment 
and (9) warm relationship with others (2006, p. 173).  
The notion that within a product lies the mentioned values wrapped in the 
presentation of the advertisements is in accordance to Barthes and Hall’s theories 
of representation. Barthes and Hall believe that the popular culture study of 
advertisements interplays those feelings of satisfaction by use of some cultural 
hegemony and hybridity strategies, in order to realize the process of 
advertisements’ border crossing. Thus, in using denotative but also the 
connotative analysis, the general imageries that the magazines sell to their readers 








In American magazine advertisements, there are a number of imageries that 
represents woman’s freedom to express her democracy of working independently 
and especially in the decision making of purchasing the needs of the family. First, 
magazines are believed as the media to show how the US exercises democracy for 
its people with the low prices given to magazines. If, for example, a college or 
foreign graduate student can have a stipend of US $1000 and the price of a newly 
published magazine is around a US $3 to $5 rangethat means it is less than 1% of 
the stipend, thereby it makes possible for everyone to buy and read a magazine.In 
reading a magazine advertisement, there is no boundary of race, age or gender, so 
the price range should accommodate for as many people to consume it. Second, 
magazines are the media for women’s aspirations to work independently and 
pursue for a career. In magazine advertisements there are various kinds of modern 
technology that decrease the burden of women’s housework and office work 
duties, so that in doing the duties women are encouraged to do them alone without 
asking for any assistance from the men. Third, magazines also teaches women to 
speak up and express themselves through forums of making complaints, 
suggestions or answering questions for polling purposes, thus making women feel 
more worthy as a human being. Lastly, magazines also offer chances for women 
to exercise their own decision making in purchasing advertised products to 
achieve a more comfortable home living. That is why not only advertisements on 
women’s cosmetics are shown, but there are also advertisements, such as food and 
medicine for the family. Valuable imageries of women’s freedom are deliberately 








Some other prominent issues which relates with the freedom imagery of 
women are also shown in advertisements.First, women are often presented with 
the ideas that they can do so much more and better with the conditions they 
already have. The issueof women’s self-actualization is presented in the hair spray 
magazine advertisement below: 
 
Figure 32 Beauty that holds 
(USA Cosmopolitan, February 2007, p. 84) 
 
Here, the woman freely laughs out loud at the accomplishment she has done with 
her hair spray. In every way she moves, her hair manages to hold well into place 
that she is satisfied with the result of her hair spray. Spraying the hair spray 
around herself is an expression that signifies the feeling of a personal achievement 
in using the product. The way she dresses herself with a sleeveless top that shows 
off some of her beautiful body curves is also a sign that she has a high self-
reliance of the independence of whatever she can do to elevatea self-confident 
feeling. The text at the bottom right saying “BEAUTY THAT HOLDS” not only 
signifies how the hair spray holds her beautiful hair on place, but also in how she 
holds her audience’s breath for the beauty she is expressing.  
 In Indonesia, the self-reliance of women is manifested in the ownership of a 
credit card. The offering of the “Lady Series” card form Lippo Bank promises the 




Lady Pink card to get her to Paris, or the Lady Diamond card to buy the shoes and 
gown she needs to see a theatrical performance, or the Lady Gold card to get her 
shopping and bring back packages of goodies. Women can freely go anywhere, do 
anything and buy whatever she wants with a bonus of 5% savings.  
Figure 33 Lippo Bank Lady Card 
(Femina, 29 Mei-4Jun 2008, p. 109) 
    Figure 34 BII card  Figure 35 BCA Card        Figure 36 Citibank card 
(Femina, 29 Mei-4Jun (Femina, 29 Mei-4Jun     (Indonesian Cosmopolitan 
 2008, p. 109)      2008, p. 95)     Mei 2008, p. 77) 
The promise of bonus or discounts is a marketing strategy that most Indonesian 
consumers look forward to, that the credit cards are identical to discounts in 
something. In the same magazine, Femina, the offer of a credit card from BII and 
BCA all have discounts to the other leisure activity Indonesians love to do, i.e. 
eating Western food at US franchise restaurants. For BII, it is using a satay kebab 
with as much as 50% discounts to merchants and restaurants listed in the 
advertisements, whereas for BCA it is offering a 15% off to the pizza menu 
available at a Pizza Hut restaurant. Somehow eating a Western food and paying it 






advertisement on a Citibank credit card, however, chooses to use fashion jewelry 
accessories in the picture. This means that the value of the American credit card is 
not delegated like for the Indonesian middle class who loves to use it for food, but 
instead the American credit card is for the high class, thus, the image used in the 
Citibank card is diamond ring and bracelet, and a matching glittery purse. Instead 
of a discount for the purchase of the jewelry, Citibank is offering a 0% 
installment. Interestingly, advertisements on credit cards are not seen in any of the 
US magazines chosen as data. The credit card is already a culture for the 
Americans that the advertisers assumes everyone already has one and so there is 
no need to advertise. If in Indonesia people still need to be influenced into making 
a credit card, for Americans it is odd to see someone only having a debit and no 
credit card. America is known for it being a consumer country, and so this implies 
that it is ordinary to have people pay in credit for the things they need. In lifestyle, 
this effected the way Americans could easily donate their materials for others 
even though the thing they are donating is still in god quality or have only been 
used for a couple of months. By comparison, for Indonesians parting with their 
material is hard to do since buying it was by debit card or by cash, thus, there is a 
tendency for passing down materials to others only when the material is already 
bad in quality or no longer meet the kind of prestige Indonesians seek by having 
the material. Indonesians see that the experience they had in the past with their 
materials is something to treasure and retold to their grandchildren. By 
comparison, Kluckhohn and Strodbeck (1961) point out that the US is a very 








 In magazine advertisements, the imagery of members of the American 
society that areoptimistic and believe that the future will bring good things, so that 
the American culture are oriented toward that eventuality, is also shown through 
women’s self-reliant imagery. Thus, Cosmopolitan magazines advertisements 
tend to portray women models or product advertisements that can realize 
optimistic and goal oriented people. 
Advertising, and how women are portrayed in magazine advertisements, can 
have an effect on women’s perceptions and self-portrayal or self-image with 
others. These perceptions can in turn, be responsible for creating a change in 
behavior. Advertisers use a variety of female stereotypes to communicate their 
marketing message, which can adversely affect women in a psychological or 
physiological manner. In other words, images used in magazine advertisements 
can also be responsible for creating perceptions of the ‘Ideal Woman’. For 
example, the backless dress worn by the model signifies the daring attitude a 
woman can do in proudly exposing her back and thus become the centre of 
attraction by the male counterpart.  
 
Figure 37 Backless with Giorgio Armani 
(Indonesian Cosmopolitan, February 2007, p. 21) 
 
The expression of the model which shows a daring and full of confident 








its power to ‘allure’ men, that all men, as represented in the advertisement’s 
background see her as the ideal type of woman. In the Giorgio Armani perfume 
advertisement, the magazine is Indonesian Cosmopolitan but the female model 
used is in fact Caucasian which is done deliberately to ensure acceptability of the 
daring ‘half-naked’ woman advertisement than if a local Indonesian model is 
used. This, in a sense entails that only Western foreigners are allowed to act the 
way they are. However, the appearance of the female model with brown hair and 
dark make up in the advertisement above, makes her looking similar with an 
Indonesian woman which brings a sense of closeness to signify that Indonesian 
women are capable to achieve the same thing. This is attempted in the Vaseline 
product advertisement with the Indo-European model, Dewi Sandra, whose hair is 
colored brunette, thus from afar she looks Western: 
 
Figure 38 Backless Dewi Sandra 
(Indonesian Cosmopolitan, November 2008, p. 153) 
 
Although she is an Indonesian actress, the background of one of her parent being a 
Westerner allows her to show off her sexy back like the Giorgio Armani 
advertisement. Rarely is there an advertisement with a backless and fully bred 
Indonesian model, since Indonesians still carry the culture that it is impolite to 








The self-confident expression of women can also be shown through the 
Indonesian Cosmopolitan magazine advertisement of the Levi’s jeans. The 
advertisement depicts a Caucasian woman working in a mine with a man standing 
in the background which shows there is emancipation in the work field. The 
product being advertised here is jeans which used to be the signification of miners 
in America. Being a predominantly male work field, having a woman work as a 
miner shows a breakthrough in portraying woman’s strength and ability to excel 
in whatever field she chooses to do. According to Cross (2002, p. 186) jeans were 
the craze of the 1980s. It has shifted from the casual wear that indicated relaxation 
to being a casual wear that aroused sex appeal: 
 
Figure 39 Levi’s Copper 
(Indonesian Cosmopolitan, May 2007, p.103) 
 
Nowadays, the pertained ruggedness of Levi’s lifestyle is often put aside by the 
designer jeans of Calvin Klein which sold sexiness. Labels to the jeans, thereby, 
can also emit status symbols and becomes a sign of conspicuous consumption. 
Blue jeans once referred to just ‘jeans’ are now referred to by its labels. The 
labeling is about brand awareness. This is why in advertising jeans the brand 
names often get a close-up from the cameras. The Brooke Shields advertisement 
in the 1980s shot by Richard Avedon, was the first of many taboo-breaking Klein 




straight hair and clear eyes, wearing a Calvin Klein is turning slowly towards the 
camera is asking boldly, “Know what comes between me and my Calvins? 
Nothing”. People may vaguely know Shields before they saw the advertisement. 
She had starred in the Blue Lagoon, a teenager film that is known for her nude 
scenes, which is the Calvin Klein’s is related to sex appeal. After Brooke Shields, 
Kate Moss with her thin body became the next celebrity for the Calvin Klein jeans 
and also the Calvin Klein perfume. When Klein saw that Americans were ready 
for more and more suggestive or sexual advertising, he made sure that he and his 
clothing were in full view of a series of provocative advertisements.  
          Figure 40 Brooke Shields  Figure 41 Kate Moss 
(pinterest.com/marzart1/avt-311-project) (divinemlee.com/lottie) 
Figure 42 ckiIN2U 
(USA Cosmopolitan, May 2007, p. 61;  
Indonesia Cosmopolitan, August2007, p. 55) 
The advertisement on Calvin Klein’s perfume, which is published in both the 
2007 US Cosmopolitan and Indonesian Cosmopolitan makes use of a sexually 
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provocative scene as though Kate Moss and the guy were about to make some 
kind of sexual favors. The advertisements nevertheless show that the notion of 
self-reliance, actualization and confidence, which may borrow sexual imageries 
from the US to emphasize the freedom has been successfully transferred and 
crossed the borders of Indonesia. 
Women’s freedom imagery in advertisements is important to help spread 
consumerism in both American and Indonesian magazines. Ever since the post-
World War II era, the women’s magazine industry used demographics to classify 
their readers and predict their consumption patterns  (Gough-Yates, 2003, p. 2). 
This has shifted classifying women readers in the 1950s, by their motivations and 
attitudes, which constructed a diverse “women’s market” (Winship, 1987, p. 46). 
The same approach is used by companies who want to sell their products through 
the process of market potential research. These companies believe that in the 
context of selling foreign products, it is important to make sure that the products 
sold answers the consumers’ needs. In the attempt to seduce women to buy more 
of the products it is found that women’s freedom imagery is globally accepted and 
wanted by most women. By the late 1970s, the motivational research was replaced 
by “lifestyle segmentations”4 (Gough-Yates, 2003, p. 2), which shape the new 
image of women who are decision makers of buying products. In the 1990s, 
4 In this dissertation, after doing an analysis of the kinds of cultural values 
products show, those which represent lifestyle such as the use of modern 
technology covers about 17.74% of the advertisements found in Indonesian 
Cosmopolitan magazines. The fact that the products being advertised in the 
magazines are mostly from the Americans shows that the party which benefits 






women’s magazines shifted their representation of women to having sexual 
confidence and independence, when they found the new middle class call for 
“pleasure as a duty, self-expression, bodily expression and natural sexuality” 
(Gough-Yates, 2003, pp. 140-143). Rumors abounded that the circulation boom of 
some women’s magazines such as Marie Claire and Cosmopolitan had a cause-
effect relationship with how frequently editors put the word “sex” in cover lines 
(Mistry, 1992) and in sex-focused topics (Gough-Yates, 2003, p. 139). In both 
American and Indonesian Cosmopolitanmagazines, advertisements rely on the 
freedom of expressing women’s sexuality in their contents, cover and 
advertisements.  
Among the many issues found in the magazines under study, other 
representations of American imageries are the notion of women’s success or 
individual achievement through the balance of work and play. Women are 
believed to excel in their fields by consciously choosing whether they should play 
either the role of a career woman or a housewife; or do both. In doing both, 
women rely on their multitasking abilities. Thus, when they work hard work, they 
also play hard during their free time as a mechanism for a work life balance. This 
condition is captured by the Indonesian Cosmopolitan advertisement as follows: 
 
Figure 43 Multitasking woman 








The advertisement in Indonesian Cosmopolitan above, which shows a woman 
doing multi tasking activities of being an office worker, student and housewife 
represent America’s support for individual achievement and the time for leisure. 
The books, the girl model carries signifies the duty of students whose main job is 
to study. Then, the travel bag signifies a business woman who is busy traveling 
around for work, and the shopping bags signify the activity that women love the 
most, i.e. shopping. The mobile phone on her shoulder signifies the kind of 
workload she is responsible for as a secretary. By showing the image a woman 
doing all of those things at once, the message being represented is that women can 
excel in whatever field they do which is emphasized by the smiling face of the 
model.  
In showing how women can exercise her freedom of choice, advertisements 
also offer that there is strength in women collectivism, which is represented in the 
notion of sisterhood. It has been noted that women always gather in a group along 
with the other women. Grouping with the fellow women strengthen the sense of 
belonging. According to Lindquist and Sirgy (2006, p. 176) the sense of 
belonging relates to the terms of security, camaraderie and friendship which 
strengthen one’s position in the society. In collectivism, women are able to 
actualize themselves by sharing and talking about their daily life problems with 
their fellow women when they gather with their friends. Lindquist and Sirgy 
further note that American culture increasingly supports the need to work 
collectively to solve problems. Despite the fact that the spirit of individualism is 
still strong for the US people, today’s consumers tend to place greater value on 








Magazine shows the strength of collectivism, which means to say that whatever 
problems women have, be it a dryness on their skin or any career and household 
problems; when women have the chance to talk it out, they will return as 
individuals who have regained some kind of strength. 
 
Figure 44 Nivea sisterhood 
(O: The Oprah Magazine, May 2007, p. 68-69) 
 
 
Similarly, Indonesians, sometimes also put emphasis on the notion of 
togetherness with their slogan of gotong royong. Not only that it is related with 
the Indonesians in general, collectivism is closely related with Indonesian 
women’s tradition of arisan that still persists until nowadays. This is why 
advertisers also attract women consumers with images of collectivism in order to 
sell their products.  Furthermore, Hofstede (1984) describes individualism as the 
assumption that individuals should take care of themselves. In collectivistic 
societies, people are integrated into strong and cohesive in-groups which care for 
them in exchange for a high degree of loyalty. In collectivistic societies, 
consumers might be expected or required to adhere to what the group decides and 
not just to what they decide. In collectivism, there is (1) society-centered 








concern for group welfare5. Thus, advertisements in collectivistic cultures reflect 
interdependence, family integrity, group well-being, concern for others, and group 
goals. 
In the edition of Cosmopolitan November 2007 issue, advertisement which 
depicts the strength of collectivism is of three ladies all wearing the same costume 
of supporting the promotion of Lux soap which promises glamour to consumers.  
     
Figure 45 Lux white glam                      Figure 46 Arisan sisterhood 
     (Indonesian Cosmopolitan,    (Indonesian Cosmopolitan,  
   November 2007, p. 59)      November 2008, p. 73) 
 
 
Similarly in the November 2008 issue, there shows four women together as 
though in an arisan moment. These women are gathered to discuss their problems, 
eat together, gossip and conduct a kind of lottery.  
The happy smiles of the models signify the happiness of being with the 
friends and enjoy that sense of belonging to a group of woman. The caption which 
states to capture the happy memories with the product being advertised represents 
5 Compare collectivism with individualism. Kalliny and Ghanem (2009) infer that 
an individual is expected to consider how a decision will impact the lives of those 
around the individual. Thus, individualism generally refers to (1) self-centered 
orientation, (2) emphasis on self-sufficiency and control, and (3) emphasis on 
individual accomplishment. Advertisements in individualistic cultures are oriented 
toward individuality, independence, success and/or self-realization, and stress the 
benefits to one’s own self. 
 
 






an attempt to appeal the consumers. The message transferred from this 
advertisement reads: you will be happy when you gather with your friends and 
you can keep the happiness by capturing it with the handy cam. Interestingly, the 
advertisement which represents the collectivism in Indonesian magazines being 
analyzed only covers 1% of all the issues found compared with in American 
Cosmopolitan which covers around 3.4%. It needs to be noted here, that in 
Indonesian magazines, collectivism is usually shown in relation with the product 
of technology. 
As mentioned above, women are not only represented as career women but 
also as housewives who are relied as the health provider of the family, even when 
this deals with food and beverages advertisements.  
            
Figure 47 Got Milk model   Figure 48 Got Milk with child 
(Ladies’ Home Journal        (O: The Oprah Magazine 
       August 2007, p.3)          February 2007, p. 41) 
For example, in the milk advertisement of the US, to be healthy means the 
focus of the woman’s health herself. When a woman has a chance to rest fromher 
busy work, the US advertisement of reminds women the importance of drinking 
milk. As shown in both advertisements below, the women are seen to have a 
‘white’ mustache as proof that they have just drunk milk. No matter young or old 








baby, in the Ladies’ Home Journal, the text that accompanies the model with the 
red dress states: “In show business your figure shows. That’s why I drink milk”. 
Milk is important as the nutrients in milk can play an important role in 
maintaining a healthy weight. The advertisement claims that “Staying active, 
eating right, and drinking 24 ounces of low fat free milk a day helps you look at 
your best”.  Health is above everything, so drinking at least a glass of milk is 
everybody’s everyday business. Indonesian advertisements on milk produce are 
also valued, but the target is for mothers to buy milk for the family, because it has 
not become a habit yet for Indonesians to drink milk every day. Thus, in the 
advertisement, not only is milk important for the mother, but for the whole family, 
like depicted in the cups provided in the advertisement: 
 
Figure 49 Frisian Flag milk 
(Femina 24-30 Mei2007, p.135) 
 
 
 In America, advertising has been a central part of the business in women’s 
magazines since the 1890s (Gough-Yates, 2003, p. 56). Winship states that since 
no magazine can make a profit on its cover price alone, women’s magazines 
began to woo the advertisers to help them sell products to readers for the revenue 
(1987, p. 38). The more advertisements there is in magazines, therefore, shows 








pattern of economic change from the 1980s toward globalization, which 
demanded new ways of representing their business activities to their clients.To 
meet this demand, they needed to understand the interests of the clients, and find 
ways to capture their hearts, minds, and most important of all is capturing their 
wallets (Gough-Yates, 2003, pp. 57-64). To sell products globally, the advertising 
industry needed particular recognition of the local character of global markets, 
which women’s magazines’ international exploration offered a chance to reach 
(Nixon, 1996, pp. 79-83). This justifies why displaying advertisements which 
contain freedom imagery for women is considered crucial in the context of 
hegemony and consumerism discussed in this dissertation. The producers needed 
to capture Indonesian consumers’ heart and thus appeal them with the imageries 
which reflect the values they desire to have but, maybe, unable to reach in the real 
world. 
Women’s magazines are, therefore, compelled to respond, when faced with 
advertisers’ desire for media environments that would fit their products into 
women’s lifestyles, aspirations and attitudes. In this relationship between the 
magazines and the advertisers, information about the products advertised 
isconvincingly translated into a magazine format (Gough-Yates, 2003, pp. 79-96). 
In detail, the most usual techniques women’s magazines used to attract advertisers 
is the “advertorial”6, which mixes the advertised product into an editorial that 
contains the hopes that the sales pitch would be read as the objective comments of 
a “trusted friend” (Reid, 1992). Reid found that the most popular advertorial 
6 See the advertorial page of the Vaseline Healthy White body lotion, which uses 
the celebrity, Dewi Sandra as the model. Here detailed information about the 
product is explained. 
 
 






techniques would include a celebrity interview, a report of a popular food recipes 
and people’s travel section. Reid continues to inform that in the last decade, 
women magazines update their images by remixing their editorial focus to result a 
boom in the images of women’s sexual confidence and independence. This shift to 
female sexual confidence and independence have caused some commentary and 
academic debate on commercialism versus ethics in the magazine industry, and 
the relationships between magazine content and the lives of women readers 
(Gough-Yates, 2003, pp. 136-137). However, the long tradition of research on 
women magazine seethat there is academic attention to shift from earlier 
obsession of the positive and negative images of femininity to the role that woman 
magazines play in shaping and maintaining feminine sexuality and independence 
as identities of feminine strength (Gough-Yates, 2003, p. 9). Ferguson contends 
that women magazine do set a “feminine agenda” to define the female condition 
and priorities, to which as many women’s magazines implied, is to find a man 
(1983, p. 187). The effort of making women beautiful is after all for men’s 
satisfaction. This becomes understandable to find that after categorizing the 
product types of advertisement, this dissertation finds that in the Indonesian 
Cosmopolitan, make up or cosmetic is the number one type of advertisement. By 
comparison, in the USA version, make up comes in second after products that 
elevate people’s health. 
The border crossing of images with regards to globalization creates a 
massive cultural flow which leads to a debate on the function of preserving local 
culture and values. This is in accordance with Schiller in Stevenson (2002)who 








of the host country. The concept of cultural imperialism, according to McQuail is 
“a deliberate attempt to dominate, invade or subvert the ‘cultural space’ of others 
and suggests a degree of coercion in the relationship” (2000, p. 221). Cultural 
imperialism assumes that Western values such as individualism and materialism 
are transmitted through this cultural in ideological action. McQuail’s perspective 
shows that cultural imperialism or cross cultural flow is more unplanned than 
deliberate and planned. From the social aspect, it is an outcome of the changes in 
political, cultural, and technological fields. From the market aspect, it is based on 
the local media firms’ demand to import the foreign cultural products. Then, from 
the communication aspect, it is at the request of the local audience for popular 
culture (2000, p. 223). Despite some arguments against the notion of cultural 
imperialism, it can be inferred that Indonesians are at the receiving end of this and 
are making negotiation strategies against such kinds of soft power hegemony. 
The consumerism notion experienced by the Indonesians is elaborated in the 
findings form Razdan, Das and Sohoni (2013)which states that there is a new 
segment of Indonesian Urban Consuming class that covers about 20 million 
Indonesians, which belongs to an Affluent Consuming class that is breaking away 
from the typical Indonesian profile. They state that the Urban Consuming class is 
an “attractive consumer group, characterized by the drive to try new products, to 
self-indulge, and to pay more for premium and better quality products and 
services” (2013, p. 10). This group of consumers isfound purchasing new 
categories of products being advertised in the media which range from technology 
products, food and beverages, beauty and health products and others which have 




open minded Indonesian consumers are towards foreign products that many 
American products are continually accepted and represented in Indonesian women 
magazine advertisements.  
They further note that Indonesian consumers are “less value conscious than 
the rest of the Urban Consuming class, and, at the same time, more financially 
savvy” (Razdan, Das, & Sohoni, 2013, p. 10) which explains why the American 
freedom imageries of women in Indonesian magazines are easily accepted by 
Indonesian women and impacts in their high level of consumerism. Razdan, Das 
and Sohoni also reports that Affluent Consumers have started using financial 
products such as mortgages and mutual funds, and have a 30 percent higher 
penetration rate in financial products compared with the urban average. This 
explains why in the Indonesian women magazine advertisements that are 
represented by Femina, Kartiniand Indonesian Cosmopolitan,a number of credit 
card advertisement penetration is found. By comparison, no credit card 
advertisements are found in any US Cosmopolitan, Ladies’ Home Journal, nor O: 
The Oprah Magazine. For Americans, this kind of condition may exist in the 
1920s when credit cards were firstly introduced. In other words, the affluent 
environment the Indonesians experience, which are represented in the 2007-2008 
magazine advertisements are like those experienced by America almost a century 
ago.At the moment, with credit cards Indonesiansare willing to spend and makes 
them early adopters of new products. By observation, urban Indonesians are 
having not just one but each have at least  two mobile phones and  as reported by 
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Razdan, Das and Sohoni (2010) are much more digitally connected than the rest 
of their urban peer7. 
 In summary, consumer culture is encouraged by the presence of 
appealing ideals in the advertisements of the products shown in both American 
and Indonesian women magazines. It is believed that by transnationalizing the 
freedom imagery represented magazine advertisements which highlights the 
democracy Americans experience will attract more local and international 
buyers. Women are given enough information through advertorials and are 
beings that have choices and are capable of doing many things without being told 
by anyone. The self-awareness and self-confidence of their own feminine power, 
proven by not feeling ashamed to show off their backless and smooth back 
makes models give readers the daring look as though challenging other women 
do the same. If there are doubts with just how strong a woman can be, 
advertisements have also taught women to be in sisterhood collectivism. 
Knowing that sisters all around the world are doing the same is proven with the 
multicultural imageries of women coming from different ethnic backgrounds. 
Whether a woman comes from a European, African, Asian or Hispanic 
background, when they can collect themselves and be together to talk about the 
same issues, they can be strong and be egalitarian. Deciding when to work hard 
and play hard, and deciding what is best for her own health and the health of her 
family are the strength advertisements try to pass down to women. With these 
kinds of imageries women can dream that they are capable of leading their world, 
7 This phenomenon explains for why in magazine advertisements there is a 
competition of mobile phone number providers, such as the popular Indonesian 
Simpati, XL, IM3 and 3. 
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like proposed by the idea of American hegemony in popular culture. In magazine 
advertisements, women are presented with dreams of a perfect world in which 
everything is possible despite the restrictions they experience in the real life. By 
associating the dream ideals with the products being advertised, possessing the 
products will at least make women feel they have equally possess the 
characteristics of the ideal women’s world as represented in the advertisements. 
Women are made to like seeing the advertisements and aspire to have the special 
world by being appealed to buy more and more. With advertisements easily 
crossing borders of many nations, Kalliny and Ghanem (2009) suggest that 
marketers working with advertising agencies in an international context should 
evaluate and question whether the advertising strategies include messages that 
are congruent with the values of the host country. They argue that several 
empirical studies found that advertisements reflecting local cultural beliefs are 
more persuasive than those that ignore them. Thus, when advertisements alter 
and negotiate some of the presentation of the advertisements, it is in accordance 
with the need to localize the advertisement with models, products, and language 
that help support the popularity of the women’s freedom, egalitarian and 
collectivism strength imageries mentioned above. 
CHAPTER III 
REPRESENTATIONS OF CULTURAL HYBRIDITY AND 
NEGOTIATIONS IN WOMEN MAGAZINE ADVERTISEMENTS 
3.1. Transnational Cultural Hybridity as a Strategy for Gaining a Wider 
Audience 
Cosmopolitan magazine is franchised worldwide. To gain a wide audience, 
Cosmopolitan uses  cultural hybrid strategies in order to  produce Indonesian, 
Kazakhstanian, Spanish, Singaporean, Australian, French and other Cosmopolitan 
varieties like seen below: 
Figure 50 Worldwide Cosmopolitan covers 
(Zimmerman, 2012) 
The magazine covers show a hybrid of cultures, which are easily spotted in the 







language. Some English vocabularies are deliberately used in some sentences to 
embrace the global sense of the magazine. This is done with the universal belief 
that the English language is a hegemon language8. The hybrid mix of the English 
and the local language and also in the use of global or local models makes the 
magazine well-accepted by any local and international readers. Another form of 
cultural hybridity is the way all of the models are positioned at the center of the 
cover striking a sexy pose. Although wearing a bikini, lingerie, party clothes or 
business attire; women’s breast cleavages are always seen let alone more risqué 
and revealing parts of the female form. With these sexy visualizations, the models 
are also usually displayed with daring looks as though challenging their readers to 
do the same, becoming the unique characterization of the models.  Whether they 
use a Caucasian with black hair, a colored local with blond or other colored hair, 
or a typical Western Caucasian to model for an Asian Cosmopolitan, all of the 
models support the running theme of “Fun, Fearless Female”. These models 
signify that women are fun to be around due to their high self-esteem, and strong 
confidence of their own actions and decisions making them fearless to their 
world’s challenges.  
The following mix of Indonesian and English language are used in the 
covers of the February, May, August and November 2007’s issue of the 
Indonesian Cosmopolitan.  Once such headline states: “LOVE & LOST: Ia 
Meninggal Sebelum Kami Menikah” implying a story behind a women who lusted 
for the love of a man, but was unfortunate to have her lover die before they 
8 Hegemon language is the universal language that people all over the world needs 
to learn at school and use to communicate with each other. 
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married. Yet, as a fearless woman she did not die with him, but instead she used 
the experience to make herself even stronger to face whatever difficulties she has 
to face in her future. The other eye-catching title, “Fashion & Beauty 2 in 1: 
Perawatan khusus berdua, 8 halaman special lingerie” entails that there are tips 
in the magazine to instruct women how to combine both fashion and beauty 
accessories to accentuate a woman’s performance in her lingerie or sexy night 
gowns. Next, the “MR. HAPPY is not HAPPY: Sahabat si dia bisa ‘minder’ 
juga” is an example of a  statement that implies a woman to know how to please 
her man in bed by understanding what would make her man happy and what 
would not satisfy him. Thus, giving her man the self-confidence he may be 
searching for to make him gain the power for their adventurous sexual activity. 
The examples above clearly make use of Indonesian language that is combined 
with the English language. Certain words in English are used to accentuate an 
exclusive point with the deliberate intention of grabbing the reader’s attention. 
These words like ‘fashion’, ‘beauty’, ‘2 in 1’ and ‘Mr. Happy’ are often used by 
Indonesians as they give significations that the user has some academic 
experience. The chief editor of the Indonesian Cosmopolitan is thus, implying that 
when the English words were left in Indonesian language, it will not be as 
effective as it is in English. By use of hybrid language9, the magazine wants to 
reach the audience, who are made to feel they are the chosen educated ones. In 
other words, a consumer may decide to buy and read a Cosmopolitan because she 
wants to be within the circle of prestigious people. 
9 Hybrid language in this case is the use of Indonesian sentences or phrases that 






Inside the magazine there are advertisements that use the mixture of 
Indonesian and English texts to achieve the global mission of the magazine. An 
example is the L’Oreal face powder advertisement as seen below. A number of 
texts can be seen striking out at the reader: “Kini dengan cerahnya mutiara di 
dalamnya”, is given a reddish brown color, and “BARU true match10” that 
receives small caps and a much larger font for the English words, in order to 
quickly hook the readers interest and desire to buy. 
 
Figure 51 L’Oreal face powder 
(Indonesian Cosmopolitan, November2008, pp. 10-11) 
 
 
Since the powder has more to do with the face than any other body parts, a one 
page close up of a beautiful Indonesian model is posted beside the product. With 
these special features of the model, it  attracts the reader to not only read about 
what the product has to offer, but envision what they themselves might look like 
when using the product. Next, is the L’Oreal Elseve Damage Care Shampoo, 
where the text receives emphasis by using a colored font. It enthusiastically states: 
10Knowing that readers do not want to read in detail with the first-time reading, as 
shown by the advertisements above, advertisers are clever in choosing which of 
the words should be emphasized more than the others to allow readers to quickly 
notice and memorize whatever jingle it has been created with the advertisement. 
In support of the text, the images and colors must be selected carefully, too, to 
grab a reader’s attention. 
 
 






“Perawatan pertama yang mengembalikan kekuatan alami batang rambut” and 
a caps lock font for the statement “BARU ELSEVE DAMAGE CARE”.  
 
Figure 52 L’Oreal Elseve Damage Care 
(Indonesian Cosmopolitan, November 2008, pp. 12-13) 
 
With both Indonesian and English texts, the advertisers hope that any multilingual 
reader will understand what the shampoo can do in order to capture a much more 
diverse audience. Even the brand name L’Oreal is written in a large font running 
across the top of the page including the product’s gold color bottle underneath to 
further grab the attention of a potential consumer. The picture of a model with 
long, thick, wavy and most importantly, healthy hair is an extra eye catcher for the 
aspiration of a stereotypical healthy Indonesian woman. 
In another L’Oreal Professional hair care advertisement, the fonts that 
receive large lettering are “L’OREAL PROFESSIONAL”. In this advertisement, 
the running text “Rambut tak sekedar lurus, namun lebih mudah diatur dan halus 
berkilau” is positioned in the centre, just below the range of L’Oreal hair 
products. The fact that hair is manageable when it is soft and shiny gives the 
acknowledgement that when dealing with hair most Indonesians still prefers the 
image of a healthy woman who can manage her shiny, thick and long hair by 








hair obtained by using L’Oreal’s product is a very attractive way to relate to 
Indonesian consumers who desired similarities when partaking in traditional 
Javanese customs of showing off their hair, such as in performing traditional 
Javanese dance.   
 
Figure 53 L’Oreal Professional hair care 
(Indonesian Cosmopolitan, November 2008, pp. 20a-20b) 
 
Although the hair is black in color, readers would be surprised to find that it is not 
an Indonesian but a famous Taiwanese model. Like the use of foreign models 
from America who are Caucasian, this Taiwanese is used to promote a world-wide 
recognition of the products. This strategy is clearly seen in the following display 
of the Cosmopolitan magazine’s covers that also interestingly choose the strategy 
of not using a local model but American’s Carmen Electra11, Eva Longoria12, 
Nicky Hilton13, and Ari Larter14 who are all recognized as famous celebrities. All 
of these celebrities have special productive talents. Although these women have 
some importance in the American society, they are displayed with a Cosmopolitan 
signature that shows off a model with a sexy pose and sexy outfit. To make sure 
that they do receive attention, they are positioned in the center of the magazine 
11 Carmen Electra is a television personality, singer, and dancer. 
12 Eva Longoria is an actress, director, activist, and business woman. 
13 Nicky Hilton is a fashion designer and socialite born to the Hilton family. 
14 Ari Larter is a movie actress. 
 
 






and in front of the big, caps lock lettering of the brand name of the magazine. 
Interestingly enough, of the models shown all have long, flamboyant, loose, 
healthy hair15 that is desired by both American and Indonesian consumers alike.  
 
Figure 54 The 2007 covers 
(Indonesian Cosmopolitan, February, May, August, November 2007) 
 
The Cosmopolitan signatures are proof of the work of a cross-cultural marketing 
communication, that is “deliberately planned and executed” to show the attempt 
for an “overall localized, regionalized or worldwide strategic communication 
efforts” (Roberts & Ko, 2001, p. 25) of showing women how they can depend on 
their femininity strengths. At the same time, however, it also entails the American 
hegemony and gender ideology of women to be the sexy idols that can be gazed at 
and enjoyed in companionship because the world exercises a patriarchal 
hegemony. Almost every culture in this world exercises patriarchal hegemony as 
men are born to be leaders of their household, and women are born to support 
their husbands’ success in leading the family. Women are thus, made to feel 
worthwhile only when men see them as the beautiful creatures they expect to have 
and exhibit. The desire of such a patriarchal world makes the Cosmopolitan 










magazine arrange single beautiful women models in the center of every cover for 
consumers to spot easily from a distance. This strategy is used in any 
Cosmopolitan magazine from any parts of the world. Through a cultural lens, the 
globalization efforts of the magazine that uses a number of cultural hybrid 
strategies is in order to create, what McLuhan envisioned as the Global Village for 
a homogenized group of people who have the same image of feminine beauty. 
According to Gershon (1997), transnational global media corporations exert 
a hegemonic power over ideas and culture. In this dissertation, this statement is 
realized through the same kind of American popular culture’s advertisement 
found in other nations. Within the study of popular culture, this is possible 
because “technologies, genres and works are increasingly moving and interacting 
across national and cultural borders” (During, 1997, p. 808). In America, this 
cross bordering characteristic was made through the historical invention of “roads, 
railways, telegraph networks, telephones, and radio broadcasting” (Martin-
Barbero, 2006, p. 629). Thanks to the invention of the modern 3Ts, (i.e. transport, 
telecommunication and technologies) disturbances in communication between the 
regions, centers of corporations, and with other countries are diminishing rapidly. 
To illustrate, with today’s modern transport facility such as the airplane, 
magazines from countries of great distances are easily transported all over the 
world within hours. What used to be months can arrive at the buyer’s footsteps in 
a number of days, or even in a number of seconds. Next, with the modern 
telecommunication of the cybernet technology, most information from these 
magazines can be quickly sent out through the borderless World Wide Web media 








can immediately take place by just providing a credit or debit card number. 
Globalization thereby gives an end to distance, walls, time, and costs. With 
countries moving closer to each other and modern media’s technology on the rise, 
distances among countries are exponentially shortened. The end of walls allows 
people, companies and organizations in different countries to live and work 
together. With goods globally produced to suit the local tastes, buying products 
can be realized at a faster pace, at any time of the day and night. Lastly, the global 
products massed by local workers working through franchised corporations can 
diminish the walls, time and distances that can result in a worldwide sell of the 
products with cheaper, local costs.  
Since most globalized products are mass produced with the most modern 
technology provided for the local, franchised corporations, the sending of a 
magazine can be achieved by sending the magazine’s hard copy (by use of the 
traditional postal service) or by streaming the digitalized soft copy version of the 
magazine on an internet facility. In choosing a digital magazine, however, a reader 
must be connected to the internet and become a member of a website such as 
www.zinio.com. After making a purchase by giving a credit card number, access 
to it is delivered through a personal email, so, later reading the magazine is 
enjoyed on-line through a laptop, iPad or any other available electronic gadget of 
the century. This kind of service is advantageous in a way that a reader will not 
need to hand carry the hard copy of the magazine to wherever they may go. 
However, in wanting to make a collection of magazines, some issues may not 
always be available to stream. Some digitalized copies are restricted due to some 








addition, the cost of downloading a digital magazine is more expensive than 
buying a hard copy from a book store or magazine vendor. The purchase is also 
only available for those having a credit card severely limiting access to consumers 
in many parts of the world. Thus, people that do not have these modern facilities 
will return to the traditional way of buying from stores or having the hard copy 
magazines sent to their door steps. 
Ever since the 1980s American products are globally popular due to modern 
technology’s support in providing easy access for world distribution. They are, 
thereby, enjoyed by almost everyone in anywhere the products are legally sold. 
An example of the practice of global American popular culture is how there is an 
economic transnational decentralization of production and services to which low 
cost labors work for rich regions or countries to create an “international division 
of labor” (During, 1997, p. 811). With this kind of labor division, more and more 
popular culture products get to be produced in masses, in addition to having 
qualities that is nearing more to the needs of the local consumers. The companies 
who produce popular culture products employ professionals who distribute and 
conduct surveys in attempt to grasp the demographics of the local people and the 
target consumer. Based on this understanding, women magazine advertisements 
act as a medium to inform the availability of popular culture’s massive 
production.  Based on the sales of the product, a significant academic data is 
learnt about the globalized, hegemonic culture of the USA. 
In globalizing American popular culture, the magazine media uses a 








Cosmopolitan magazine, the Indonesian version persistently uses the same US 
consumer culture’s strategy of promoting products through consecutive pages of 
advertisements. As seen in the May 2007 edition of the USA Cosmopolitan, 
consumers are directly welcomed by advertisements that are displayed in 
successive pages before the table of contents is finally found. This strategy is used 
with the awareness that advertisers bring the largest revenue in the American 
economy. Out of a 232 page spread, a total of 208 or 89% of the May 2007 
magazine’s pages have been positioned for advertisements. Similarly in the 
Indonesian Cosmopolitan of May 2007 version, 206 out of 299 pages contain 
advertisements, bringing in a total of around 90% of the magazine entrusted for 
either advertisements or advertorials. Advertisements are clearly the source for 
consumer culture.  
In both the Indonesian and USA version, advertisements have filled the 
magazine either by use of a one-page image with limited wordings, or use up a 
whole page or pages for an advertorial section with lots of wordings to inform 
readers about the details of why their advertised products should be purchased. An 
example of an advertorial page is as follows where on the top left an Indonesian 
model with black silky hair is shown alongside a Caucasian with blonde soft hair, 
both typical of the Asian and Western woman. The advertorial is showing a 
worldwide hair product from L’Oreal that can help avoid a bad hair day. It 
explains that for women who are always busy and on the go, the Elseve Smooth 










Figure 55 Advertorial 
(Indonesian Cosmopolitan, May 2008, p. 142) 
  
 
To Indonesians having a long, straight, soft hair is important that an advertisement 
on Makarizo’s rebonding styling informs it as not only a trendy style but also 
represents the ideal Indonesian women, who are smart, elegant, and who prefer to 
have a simple way of managing their straight hair: 
Rambut lurus merupakan kebutuhan dasar bagi wanita Indonesia, 
bukan lagi sekedar trend, karena di samping sesuai dengan citra 
wanita Indonesia yang cantik, elegan dan smart, ternyata memiliki  
rambut lurus juga sangat simple, baik dalam merawat maupun   
stylingnya. (Indonesian Cosmopolitan, 2008, p. 157) 
 
 
Another advertorial sample is in the USA Cosmopolitan which appears in 
February and May 2008 magazine that talks about a contraception product called 
Lybrel, protecting a woman from conception for 365 days. It is a birth control that 
extends the hormones that stop a woman’s menstrual cycle for a full year16. By 
taking this medication, the woman is promised to be free with any activities she 
desires, embodied by the image of a free woman in a lavish setting17.  
16 It can be a full year only if the woman consumes the contraceptive pill daily. 
17 In this particular advertisements the model is shown her freedom by wearing a 
green T-Shirt with brown frocked skirt, holding a green flying scarf, and standing 
in a spacious area with hair freely flowing with the wind that blows through her 
hair and dress, as though showing she is about to happily fly in mid air because of 
the freedom she acquires. 
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     Figure 56 two-page Lybrel Figure 57 one-page Lybrel 
(USA Cosmopolitan, February 2008           USA Cosmopolitan, May 2008, 
p. 214-215) p. 105)
The following advertorial about a cholesterol medicine, named Vytorin, 
takes a number of pages’ space. In fact, what makes an advertorial different from 
advertisement, is the opportunity for the product to be explained in detail in words 
that can take up more than one page. In the Vytorin example, to illustrate its 
trustworthiness, the Ladies’ Home Journal magazine gives four of their pages to 
make sure that the consumers can read as much information as they can about the 
medicine before finally deciding on purchasing it.  
Figure 58 four-page Vytorin 
(Ladies’ Home Journal, February 2008, p. 111, 118-120) 
Magazines seem to acknowledge that advertisements on medicine will need to 
give time for their consumers to think deeply on the benefits and side-effects 
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before finally consuming the product, thus gives reason why this advertorial takes 
up four pages.  
The strategy of posting pages and pages of advertisements for both 
Indonesian and USA magazine version is proof that the magazine does rely 
heavily on advertisements as its main source of income. Thus, naturally, in 
addition to transmitting favorable ideology images of expressing women’s 
freedom of choice, the magazine must make ways for those advertisements to get 
noticed. With the numerous advertisements in the magazine, it is as though 
nothing else were as important as the advertisements in the magazine. Kang 
(1993) and Cross (1996) supports the opinion that magazine advertisements do 
have a powerful economic influence that becomes an integral part of the 
American culture. In gaining a wider audience, magazine advertisements in 
Indonesian Cosmopolitan post more advertisements of American products rather 
than Indonesian products. In part, this is due to its loyalty to the headquarters, and 
results in influencing Indonesian women to be as consumptive as the American 
women consumers. Yet, as shown by other Indonesian popular women magazines, 
the 90% space for advertisements in the Indonesian Cosmopolitan magazine is 
actually odd. This is because, upon inspecting local Indonesian 15-21 February 
2007 edition of Femina, a bulk of their pages are still allocated to articles that are 
not advertorials. Out of a total of 137 pages, only 53 of them are advertisements or 
advertorials. In other words, only 38.68% of the Femina’s pages are about 
advertisements. The Kartini is doing the same strategy. In its 22 October-1 
November 2007 issue, out of the 137 pages, only 27 or 19% of them are 
advertisements. In other words, in either Femina or Kartini magazines, the first or 
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at the most the second page always contains advertisements, but only to be 
quickly followed by the magazine’s table of contents. 
According to research done by Damanik (2014) out of the 40 respondents he 
has about the existence of Indonesian magazines, 65% of them like to read the 
magazines, where 45% of them say they bought the magazines from stores in 
order to read about a story (22%), to find information about something (15%), and 
to find some kind of entertainment (10%), and only 1% bought magazines with a 
reason to read about the advertisements. This shows that Femina and Kartini’s 
decision of publishing more stories about a celebrity’s life or an individual’s 
personal experience or even just a plain short story fiction is more beneficial to 
the demographics than publishing abundant advertisements. Part of the reason, 
Damanik (2014) explains, is caused by the fact that Indonesians see their money’s 
worth on something is more important than buying products out of a desire rather 
than out of a primary need. Advertisements in the Indonesian magazines, thus, 
have the tendency to be informative rather than transformative. See for example, 
the way Kartini advertises an Ultima II makeup kit. It uses the descriptive way of 
showing what kinds of makeup kits it has. The advertisement from Kartini, 
October 22-November 1, 2007 issue on Ultima II makeup color collection shows 
a beauty case with some lipsticks, mascara, foundation, package of eye shadows 
and blush, with a price tag placed in the top right corner: “Only Rp 489.900” and 
an announcement of it being a “Limited Offer – Great Saving – Great Value” (p. 
2. Underneath the product is an address of where to buy the products. By
comparison, the Revlon makeup kit advertised in USA Cosmopolitan deals more 
with how the makeup kit can help transform women to have a flawless face. For 
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the Americans, the transformative aspect from American advertisement is a 
strategy of gaining a wider audience. Through a transformational function, 
advertisers try to lure consumers’ attitudes towards certain products’ brands by 
way of exposing a certain lifestyle or techniques to achieve some kind of personal 
and social success:  
Figure 59 Ultima II makeup kit Figure 60 Revlon makeup kit 
(Kartini, October 22-November 1, (USA Cosmopolitan, November 
2007, p. 2) 2008, p. 128E) 
The heading: “A Flawless Festive Face” makes consumers look forward to a 
lifestyle of transformation and glamour, since the appropriate use of the makeup is 
for festive events. No price tag is mentioned here, thus, acknowledging that every 
American woman would have the money to purchase the product without a 
moment’s notice. Thus, as claimed by the advertisement “From shopping to 
wrapping to partying, these Revlon products will keep you looking fabulously 
festive” (USA Cosmopolitan, November 2008, p.128E).   
3.2. Negotiations of Global to Local and Local to Global 
Globalization has enabled magazine advertisements to cross over the 
borders of nations, by making some hybrid strategies. Yet in order for global 
products get accepted by the locals, some process of negotiations must be made in 






that hybridization is a process that the local and the global must collaborate 
together to work successfully and produce some form of glocalization (p. 689). If 
glocalization is not processed, by means each culture is strong in keeping their 
own believes, problems may arise for both countries. Rodman (2009) gives the 
following illustration of the problems of translation as a case for reflection. 
Rodman explains, when the Coors Brewing Company wanted to translate the 
slogan “turn it Loose” into Spanish, the result was read as “Suffer from Diarrhea”. 
When Clairol kept the name “Mist Stick” for its curling iron in Germany, the 
word “mist” is unfortunately a slang word for manure. Then, when a Parker pen 
tried to sell in Mexico with a slogan “It won’t leak in your pocket and embarrass 
you”, a company translated into embarazar, which unfortunately means “to 
impregnate”. Thus, the slogan would read, “It won’t leak in your pocket and make 
you pregnant” (Rodman, 2009, p. 444). In the use of visual image, Rodman 
(2009) continues to illustrate that when Gerber started selling food in Africa, it 
used the same packages as in the US, with a baby on the label. African companies 
were puzzled when African consumers reacted with shock and revulsion. It was 
later understood that most Africans cannot read English and are used to seeing 
pictures on the label that designate the content of the package. In Malaysia, a US 
cigarette firm wanting to stress outdoor activity by using greenery on their 
advertisement found that the color green is a symbol of death and disease to local 
citizens. In Arabian countries, American advertisements fail to sell food products 
with cartoon animal images on them because of religious believes, Arabians see 
animals as a sign for filth. In Hong Kong, a Philip Morris cigarette advertisement 




common laborer. However, when the Burnett agency put the Marlboro Man on a 
white horse, the sales skyrocketed. The examples above show that various features 
of cultural hybridity of foreign products that adapt to local products must be used 
to ensure success of the global marketing sales of the products advertised. In more 
detail, the ways to ensure a global market are explained in the following sub 
chapters. 
3.2.1. Negotiating Models, Products and Founder’s Background for Global 
Quality Assurance 
With regards to the concept of transnationality of popular culture, the 
Cosmopolitan magazine that is founded in the USA has made a franchise to many 
other parts of the world, including Indonesia. In analyzing the 2007-2008 issues of 
the Indonesian Cosmopolitan it is found that out of the 658 advertisements under 
scrutiny, there are many of them which show signs of cultural hybridity. Some of 
the signs of cultural hybridity are seen in how a local product is combined with a 
Western or Caucasian model. Other times it is a foreign product but with an 
Indonesian or Asian model added with a mixture of Indonesian and English 
language exemplified in the following advertisements:  
Figure 61 Makarizo Rebonding Figure 62 Sony Ericsson 
(Indonesian Cosmopolitan  (Indonesian Cosmopolitan 
 November 2008, p.307)      May 2007, p.121) 
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The strategy of using a foreign model in the local Makarizo hair product 
advertisement is to ensure local acceptance by the Indonesian Community. The 
foreign model suggests into an Indonesian reader’s mind that the product is 
popularly used by foreigners, thereby elevating the exclusive value of the product. 
Meanwhile, in the Sony Ericsson mobile phone product, a local Indonesian model 
is used to connote that the foreign product is also applicable for Indonesians. The 
way the model is dressed and the way she raises her arms to denote how happily 
she is fulfilled by owning the mobile phone is a consumer strategy of luring 
advertisement readers to consume the product. Local advertisements not only 
make use of popular Western brand-named products, but also a Western model as 
a strategy for a Global recognition. This is seen in the May 2007 issue of the 
Indonesian Cosmopolitan issue where magazine advertisers maintain the use of 
Western product by using a Caucasian model to suggest an exclusively 
trustworthy and qualified modern product. Examples are advertisements from 
Jadore Dior perfume, Gucci sunglasses, Ultima II cosmetics and a Durex condom 
product as follows: 
Figure 63 Gucci sun glasses Figure 64 Jadore Dior perfume 
 (Indonesian Cosmopolitan,     (Indonesian Cosmopolitan, 






                               
Figure 65 Wonderwear Ultima II Figure 66 Play whatever you think-Durex 
    (Indonesian Cosmopolitan,     (Indonesian Cosmopolitan, May 2007  
             May 2007, p. 33)     p. 215) 
   
 To ensure acceptability to its readers, another form of hybridity that the 
Indonesian Cosmopolitan May 2007 issue uses is on advertising a local 
Indonesian product from a successful hairdresser, Hadisuwarno. The twist is that 
this Indonesian product uses a Caucasian model showing a sexy pose. The sexy 
pose is deliberately left to a Caucasian model because to Indonesians most sexual 
poses are still a taboo if shown publicly. For example, in the Hadisuwarno Exo-
mermaid hair color product’s advertisement below the model is shown as though 
she is about to go for a shower, and therefore, topless.  
 
Figure 67 Hadisuwarno Exo-mermaid Hair Colors 
(Indonesian Cosmopolitan, May 2007, p. 137)  
 
 
Yet, because it is the hair quality that is being advertised, the wavy brown hair of 
the model becomes the main focus instead of her topless, alluring body. With only 




notice that the attraction of the advertisement becomes the brown wavy hair 
enveloping most of the model. A model covered with clothes would distract the 
reader from the significant beauty of the hair the mermaid-like model possess 
from using the product. 
The need to negotiate on the hybrid mix of international and local products 
is to ensure a market success, in addition to a global quality assurance. For 
example, when realizing that American firms were taking control of the domain of 
prestigious perfume, the French founder of Lancome produced five new hybrid 
fragrances of exotic scents from the flowers, spices and cultural identities of each 
of the five continents of the world to lure global consumers, France has been 
known as a country that produces the world’s finest beauty products, which 
includes their perfumery business. With American perfume firms coming to the 
fore, Lancome was one of the French products to become a rival for a position 
equal to that of the American perfume business. The result of the competition was 
the creation of Lancome perfume’s mixture of unique fragrances from different 
countries that produces new hybrids, so the perfume had higher chance for the 
targeted consumers’ approval. With this cultural adaptation, an increase of the 
products’ sales is possible in a foreign market since the chance of consumers 
agreeing with the kind of aroma they seek for in a perfume is met. In Lancome’s 
case, within six months of the launch, the perfume’s “30 foreign markets via 
exports and local agents” made the “foreign sales surpassed sales in France by a 






The French founder of Lancome, Armand Petitjean (Lancome-The Story of 
a Brand Name, 2012), who had several careers in several foreign countries 
deserves to be explicated here. His experience in multiple countries has made him 
a person dedicating attention to the need of women from multiple cultures around 
the world. One of his influential experiences was the career he had in South 
America while working as an importer of manufactured goods from Europe and 
his collaboration with Francois Coty, who was renowned as the father of modern 
perfumery. His experience as an importer provided his decision to be a perfumer 
that should exist for an international status. This urged him to create the fragrance 
to suit every woman from any of the five continents. His unique perfumes are 
based on the following descriptions: 
…Tropique is like honey. With its heavy coating of spices and 
aromatics it frightens off most of the English and the northerners, 
although it may appeal profoundly to women of society and artists. 
Conquete, a concerned fragrance of roses on a chypre base, will please 
any women who like to be noticed when she enters the theatre or 
restaurant. The freshness and relaxed style of Bocages is perfect for 
younger women and will seduce Swedes, Norweginas, Belgians, 
Germans, and the women of northern France. Kypre should be treated 
like a Burgundy; it needs to age in the bottle, like the wine. In our 
climate, it is more of a perfume for winter and for festivities, but in the 
East and in South America, it appeals in all seasons… 
 
 
His decision of making five unique variants for his perfume is not only to allow a 
worldwide marketing, but also because of his knowledge that certain perfumes 
change in contact with different types of people’s skin. He once said that jasmine 
is a deadly ingredient to women having Caucasian skin, red hair and suffering 
arthritis. This effect is different for those with Asian complexion and black hair.  








on a scientific finding of which flowers would suit the people’s cultural and racial 
needs. To ensure that his product is acknowledged by people worldwide as 
perfume having a global quality assurance, he trained his international 
ambassadors or technicians to learn not just the “physiology and drawing and 
languages, but how to do everything, from skin-care treatments and makeup to 
assisting a regional representative with local customs, obtaining import licenses, 
packaging shipments, replacing a representative at a moment’s notice, developing 
new markets, and, of course, sending a daily report to Mr. P” (Lancome-The Story 
of a Brand Name, 2012). Mr. Petitjean, is thus, a remarkable perfumer, because he 
takes in almost all local accounts and successful marketing strategies to ensure 
that the perfume is successful and meets up with a global standard level. 
 Other founders of cosmetics that had international experience and used it to 
be concerned with what the world’s multi cultures need is the already mentioned 
brand discussed in this dissertation, i.e. the L’Oreal. Although not of American 
origin, the L’Oreal’s company history is a good sample of how concern in multi 
culture can elevate a global success. Eugene Schueller was the person who 
established the company in 1913. About eighty years after, L’Oreal was 
acknowledged as “the only large French company, in any industry, with a British 
national executive” (Jones, 1998, p. 304). Three years before Schueller died, he 
passed down the company to one of his managers, Dalle. Several years before the 
only French language speaking and 65 year-old Dalle retired, in 1984, he chose 
the English but very fluent French language speaker, Lindsay Owen-Jones who 
was only 38 years-old as his successor. The age difference gave some transition 








Jones as the worldwide sales manager, and Dalle himself as president of the 
company’s committee, the company pushed forward successfully. It was not until 
1988, however, that Owen-Jones took full control of the company. As chief 
executive, he understood the opportunities of a global market could offer to 
L’Oreal. In an executive meeting in 1997, he said, “L’Oreal for me is a lot more 
than a brand. It is a love story, part of my family, a great part of the direction of 
my life, where I spend most of my waking hours, a dream and an ambition” 
(Jones, 1998, p. 305). Owen-Jones was committed to widening L’Oreal’s 
company with other product categories rather than continuing its initial line of in 
hair colorants and shampoo. While Dalle had seen skin care primarily as a luxury 
category, Owen-Jones believed L’Oreal could sell skin care plus color cosmetics 
to achieve its luxurious value. Owen-Jones was clever in expanding his company 
to Eastern Europe and Russia, but the main focus was on the American market, 
where the company’s brand was still under the license of Cosmair. In 1994, 
Owen-Jones managed to persuade the owners of Cosmair to sell the license to 
L’Oreal. This became a turning point for the company, which later followed with 
the ownership of other professional hair care companies like Redken, Matrix and 
Maybelline in 1996 and two years later with the top two US hair care 
manufacturers: Soft Sheen and Carson. The license allowed the relocation of the 
company to be situated in New York, where Redken became Redken Fifth 
Avenue NYC, and the formerly Tennessee-based Maybelline evolved to the 
famous Maybelline New York, which is currently the leading color cosmetics 
brand in the US If the tendency for the advertisements in the Indonesian 




that in this particular Maybelline New York lipstick it uses an American model, 
Charlotte Kemp Muhl that looks quite Indonesian with her dark colored hair and 
brown eyes. This is understood as a strategy to ensure a wider acceptance from its 
target demographic of Indonesian consumers: 
Figure 68 Maybelline New York watershine pure lipcolor 
(Indonesian Cosmopolitan, May 2007, p. 12-13) 
The above background story of the French Schuller up to Owen-Jones’ great 
ambition and perseverance in managing L’Oreal until it built up his company in 
New York becomes a great example of how Americans try to realize an American 
Dream and at the same time an American hegemony. The dream that anyone from 
anywhere can achieve success and equality of opportunity is experienced by the 
foreign origin L’Oreal. The American Dream has more or less become the driving 
force for Owen-Jones to not only dominate the American market, but also enter 
the Asian continent via China in 1997, thereby paving the way for American 
hegemony. By pushing the initially European-focused and fragmented brand into 
growing platforms of brand integrity, a worldwide company quickly became 
established and thrived as a result. Like the personal experience Owen-Jones had 






responsibilities to perform the best of quality for his ever growing company. Jones 
(1998, p. 308) reports the following: 
 The speed of the globalization of brands was remarkable. When 
Maybelline was acquired, it was being sold in only a few countries 
outside the United States. It was then launched in 80 new countries 
within five years. Worldwide sales rose from $350 million to $1.1 
billion in 2000. The accessibility of an American brand, which 
emphasized an urban and hip New York lifestyle, was used worldwide 
as an entry point for consumers who were buying their first makeup. 
By 2008 Maybelline New York was the world’s sixth largest beauty 
brand in terms of sales. 
 
From the L’Oreal-Maybelline story above, it is learnt that the globalization 
process can come to a transnational success after it is introduced to consumers 
worldwide as an iconic American brand. With the hard work of the L’Oreal 
employees making it an internationally accepted product, it is apparent why every 
magazine bares the advertisements displaying L’Oreal products. In this 
dissertation, not only was L’Oreal hair shampoo18 analyzed, but other 
diversifications, such as the L’Oreal hair coloring, L’Oreal Revitalift, Skin 
Genesis beauty cream, L’Oreal Lipstick Colors and L’Oreal-face powder will be 
discussed to proof the practice of the American Dream of beauty products in 
empowering the world. 
The hybrid mixing of foreign elements in local cultures is also shown in the 
local magazine Femina, which advertises a local Indonesian product the Rider 
underwear collection from PT Mulia Kniting and the Cool Kids fashion collection 
originating from the French designer G. Kero. The multiculturalism strategy 
18 Its variants are whose variants are the L’Oreal Elseve Damage Care, and 
L’Oreal Professional Hair Care Shampoo. 
 
 






understood by Femina and Indonesian advertisers here is that in acquiring 
international recognition, an Indonesian underwear manufacturer the PT Mulia 
Kniting makes use of the brand name Rider to influence consumers that the 
underwear advertised is foreign made, thus, giving a chance for the product to be 
popularly consumed. This strategy is also used by a French fashion designer for 
Cool Kids, a popular brand for children’s clothing. These two products are not 
recognized by the three American women magazines used for data in this 
dissertation. This means that the marketing of the product does not reach overseas. 
     
Figure 69 Rider Figure 70 Cool Kids 
   (Femina, 29 May – 4 Jun 2008, p.121, back cover) 
 
 
However, to Indonesian consumers, they think that they are US products, 
especially also for Cool Kids where they often use the name of US states such as 
New York or Michigan running across the kids T-Shirt. Although the two 
products are not made in the US, an American hegemony is taking place here: the 
hybrid mixing of the product with an English name brand parading American 
iconography, Indonesian consumers thinks that the products originate from the 
powerful country. 
All in all, the samples of advertisements above that mixed some local and 




effort of favorable marketing strategies to sell as many mass produced goods as 
possible to the globalmarket. Thanks to the initial detachment of borderless 
territories that is initiated by a cyberspace environment, a transnationalization of 
globalized popular culture products are, worldly accessible. 
3.2.2. Negotiating a Global Satisfaction with Multicultural Understanding 
In the effort of advertising global products for local acceptance and vice 
versa, elevating local products to be accepted as a global product; negotiations of 
what multi cultures see products as satisfying is necessary. A sample of the 
advertisements that practices this kind of negotiation is seen in the USA women 
magazines’ L’Oreal brand product. One of those is in the popularly advertised 
L’Oreal hair color Excellence cream that promotes the importance of the 
American youthfulness ideology to consumers.  
Figure 71 L’Oreal hair coloring 
(O: Oprah Magazine, November 2008, p. 63 & 
Ladies’ Home Journal, November 2008, p. 36) 
With a new color cream applied to a woman’s hair, the original grey and 
dull hair color can be put aside, thereby showing the happy and satisfied value of 
the user symbolized by the smile of the model found on the image. The L’Oreal 
Comb Color and Go Excellence cream is advertised in the November 2008 issue 
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of both The O:Oprah Magazine and Ladies’ Home Journal, thus, it is proof of the 
product’ trustworthiness for many women. This is why this product brand is still 
available for sale at the current date in many department stores on a global scale. 
Another L’Oreal product that uses multicultural visions to show that the product is 
for any ethnicity is in the illustration of the models that come from a multi culture 
of East versus West in the following L’Oreal Elseve hair cream advertisement and 
in the US competitor, the Estee Lauder cosmetics product, which shows the 
combination of a White and Black American model.  
Figure 72 East and West model Figure 73 White and Black model 
   (Indonesian Cosmopolitan,              (USA Cosmopolitan,  
May 2008, p. 142) February 2007, p. 2-3). 
Both of these advertisements try to embrace women consumers who are from any 
culture, ethnic and race and exemplify a culture that serves a diverse community. 
The American Estee Lauder is founded in New York by none other than the 
founder Estee Lauder and husband Joseph Lauder who are successful with their 
international sales of cosmetics in Hong Kong, Armenia, Soviet Union and even 
in Indonesia with their expansion of Clinique cosmetics. It is this brand that the 
French L’Oreal strived to compete with. One of the key successes to Estee 
Lauder’s business, according to Scranton (2001) was in the way she creatively 
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plays with her original name, Esther Laurier to sound more French19for the 
purpose of signifying exclusiveness and raising popular sales of her cosmetics 
product. During her initial productions of a face cream in the 1940s, she was also 
recognized to discard medicinal jars and tin lids with opal white jars and black 
lids, which in its development became a pale cool, turquoise color for her 
medicinal brand that successfully flared up her sales (Scranton, 2001, p. 226). 
Thanks to Estee Lauder’s awareness of the connotation of the French culture for 
cosmetics, her company received an annual of $4 billion in the 1990s and was 
declared as the largest cosmetics company in the world (p. 245). 
As mentioned, L’Oreal is a French product who becomes the rival of Estee 
Lauder. Jones (2010) notes that the popularity of the brand name L’Oreal, and hair 
coloring products did not come to the fore without any particular struggle. 
According to Jones, “today’s most important beauty companies lay in the creation 
of brands and products designed to shape, clean, and change the color of hair” 
(2010, p. 45). This should not be as surprising considering that hair plays such an 
important role in appearance. The graying of the hair or even worse when it shows 
its loss altogether signals the aging of a person. Especially for the female 
consumer, it carries emotional and sexual connotations around the world. Jones 
(2010) argues the invention of the hair coloring product is based on the 
understanding that “married women in many Western and Eastern cultures 
covered their hair” to hide their real age, while “Islamic women covered their hair 
regardless of their marital state”, thus the covering of hair was a private matter, at 
19 In cosmetics, French products are more popular since the country is known for 
the exoticness in perfume, cosmetics and fashion. This urges the founder of Estee 
Lauder to experiment her American into a French name. 
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least for women” (p. 45) of different cultures of origin. Actually, during the 
nineteenth century dyeing hair was primarily known as a big concern for male and 
female actresses. It was initially widely regarded as inappropriate for respectable 
women, because most of the products offered were regarded as hazardous. Middle 
class and much later on, aristocratic women had to apply highly alkaline soaps to 
the hair and sit hours under the sun to have their hair bleached. Another way was 
to powder the hair with pollen and crushed yellow flower petals on the hair. 
Therefore, most women prefer to just cover their hair.  
It was not until 1907, however, that Schuller invented the first safe synthetic 
hair-color formula (2010, p. 49). Schueller’s path toward a successful salon 
business was not particularly smooth. A Paris hairdresser who failed to make his 
own colorant had asked Schueller who was working as a pharmacist to work on 
the project. With explosions on many occasions that often resulted in the arrival of 
the police, Schueller was able to produce two registered hair colorants, namely 
Noir et Or and L’Aureale. The first one was never used but the second one was 
used for only a few months, when he later perfected the product and launched it in 
1908 with the name L’Oreal. The original name, L’Aureale was meant “halo” and 
pointed to the fashionable “henna-treated, shining bright red-or gold-colored hair” 
that shined radiantly like a “halo”. With around $24,000 at that time, he 
eventually teamed up with a partner and founded a company in 1909 to produce 
the first three shades of L’Oreal hair colorants. The popularity of the product was 
Schueller’s persistency to communicate the potentiality of the product to skeptical 
hairdressers, in addition to starting a regular publication of a newsletter for 
hairdressers, a book about the aim of hair coloration along with its technique for 
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safe use and manual for hairdressers. With the establishment of a school and a 
demonstration hall for hairdressers in 1913 he successfully laid the foundation for 
L’Oreal’s close relationship with French hairdressers. By 1914 his products had 
reached the Netherlands, Austria and Italy. These products for changing the color 
of the hair, as well as washing it, were universal in nature that its popularity was 
not confined to France and Germany but to other Western European countries (p. 
50). The salon business is a promising one that Schueller has taken the right path. 
By 1929, in France alone the number of hair salons reached to an estimation of 
40,000. In the US there were 5,000 beauty parlors in 1920, but in the next decade 
it reached to 40,000 (p. 116). Schueller’s hair colorants were initially as a means 
for men and women to look younger, but in the mid-1930s it has developed to 
combating aging and grey hair. Thus, colorants have shifted to enhancing and 
achieving a transnational feminine beauty (p. 117). With Schueller’s creations, 
L’Oreal emerged as the largest European hair company. To date L’Oreal products 
are popular world-wide and have been diversified not only in hair coloring and 
shampoo, but also in cosmetics. Consequently, for the Indonesian people when 
they can buy this product, they sense that they have been elevated to being a 
global person. To accentuate that reality, Indonesians are made to feel the need of 
coloring their hair with L’Oreal to be as popular as the Westerners. 
It is interesting to note that L’Oreal’s global achievement is also in 
negotiating with a local Indonesian actress as a model to their product. An 
example is the L’Oreal shampoo product advertisement below: 
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Figure 74  Dian Sastrowardoyo L’Oreal shampoo advertisement 
(http://gerbongtiga.wordpress.com/2010/09/11/tiga-wajah-cantik-untuk-label-
internasional/) 
Unlike the previous advertisement of L’Oreal shampoo product, which remains 
true to the use of Western models, the above advertisement, was placed in an 
Indonesian magazine complete with Indonesian texts. This L’Oreal shampoo 
advertisement chose to have the local Indonesian artist, Dian Sastrowardoyo, as 
their icon. With this negotiative arrangement L’Oreal advertisers are expecting 
that more Asians, represented by Indonesia, will buy the product because the 
shampoo signifies a promise that the ingredients used for the shampoo is suitable 
not only for Westerners but most importantly for Asian consumers. With a local 
model on a foreign product, L’Oreal advertisers hope to capture more worldwide 
consumers. As a superstar Dian Sastrowardoyo is judged by L’Orealas having as 
good quality as the previous foreign and Western icons of L’Oreal, i.e. Penelope 
Cruz, Eva Longoria and Laetitia Casta. Dian is said to have no flaw since she 
maintained to have her image always in good shape (“Tiga Wajah Cantik Untuk 
Label Internasional”, 2010) that she deserves the recognition. In this case, 
Indonesia can be proud that one of their super stars has paved her success as one 
of Asia’s international model that reached the world’s fame as a model for the 
most successful hair shampoo product. By allowing local qualities into its national 
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and eventually international one, like how L’Oreal has accepted Dian 
Sastrowardojyo as its icon, L’Oreal has better chances for its brand to be tied into 
the hearts of the local, Indonesian, community. 
Negotiation for global recognition is, therefore, not only on the use of 
Western or Eastern models and brand names but also in promoting a multicultural 
recognition in advertisements of local products. The following advertisement, 
which shows a Revlon cosmetic from the August 2007 issue of Ladies’ Home 
Journal promises popularity that the August 2007 issue of Cosmopolitan decides 
to publish the same advertisement with the following lines: “REVLON Today 
Flawless Feels Weightless For Up to 16 Perfect Hours: Colorstay Makeup” (p.5).  
Figure 75 Revlon – USA Veronica Webb 
(Ladies’ Home Journal, August 2007, p.7 & November 2007, p.5; 
USA Cosmopolitan, August 2007, p.13) 
This advertisement is different from any other US advertisements because it uses 
a colored African-American model, Veronica Webb, to promote Revlon’s creamy 
brown foundation base. Veronica Webb is used in the advertisement for her 
exclusivity as a colored model, to represent the multicultural society America 
support as valuable citizens. Veronica Webb claims her exclusiveness because she 
is the first model to sign a contract with a major beauty brand, Revlon, ever since 
1992. She instantly became a hit in the collection of makeup and cosmetics for the 
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women of color (Wilson, 2013). Her appearance as a model for an advertisement 
in the Ladies’ Home Journal is prestigious on its own, considering that the 
projected readers of the Ladies’ Home Journal magazine is the major white, 
Caucasian community. Veronica Webb is regarded an excellent model because 
she is a multitalented, versatile and smart woman. She has also covered the 
Vogue, Essence and Elle magazines by modeling for Chanel and Victoria Secret. 
Not only is she a successful model but she is also editor for Esquire and the New 
York Times magazines, in addition to being an actress for the film Malcolm X, 
Jungle Fever and Dirty Laundry (D'Annunzio, 2010). It is no wonder then, that 
Veronica Webb’s success has also consistently made her the Revlon lady for the 
year and acknowledged both in the Indonesian and USA May 2008 issue of 
Cosmopolitan.  
The way she lets her hair down for the Indonesian audience is particularly 
interesting because it makes her look like an Indonesian that readers see as a 
familiar person. This is clearly a consumer culture strategy of wanting to attract as 
many readers of the advertisement consumers as possible from any parts of the 
globe.  
. 
Figure 76 REVLON – Indonesia & USA Veronica Webb 
(Indonesian Cosmopolitan, May 2008, p.248; USA Cosmopolitan, 
May 2008, p. 61)  
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Through her global beauty, the hybrid mixture of an African-American model 
possessing globally recognized beautiful hair, Revlon cosmetics can be expected 
to be a sell-out in many different countries. This particular advertisement that 
demonstrates American hegemony over multicultural consumers in magazine 
advertisements can show the development of the transnationality of popular 
culture, which in this case is usually only for the white majority of America. 
Through this advertisement, it is learnt that placing importance on multicultural 
ideology is also depicting the USA’s adornment for the value of equal opportunity 
or egalitarian for any minority groups in America to excel like Veronica Webb in 
any kinds of work opportunities. Like the previous advertisement, however, this 
advertisement also encourages women readers to be bold in expressing oneself. If 
the value of freely expressing oneself cannot be through words, then it can be 
through the representation used in the Revlon example, where Victoria Webb 
shows her expression of confidence as a successful colored person who 
confidently applies a color stay makeup by looking straight into the camera. 
Advertisers are, therefore, making use of Victoria Webb to invite readers of the 
magazine to buy the Revlon product to become a successful and confident person 
like her. Victoria Webb’s appearance have shown how the color stay makeup can 
support the happily, satisfied and  fresh glowing look a woman needs in order to 
defeat any weather condition that may obstruct her beauty.  
In magazine advertisements, advertisers rely heavily on repetitive symbols 
of satisfaction. This satisfaction  ranges on degrees from having a feeling of 
happiness, youthfulness, being successful, having a respectable social status to 
having fashionable clothing and well cared for beauty in order attract the 
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emotional side of the readers (Janus, 2011). If there are social contradictions, class 
differences and workplace conflicts, these kinds of themes are usually 
downplayed. Magazine advertisements know very well that the success of 
consumer culture is to result satisfaction and entertainment to their readers, so 
magazine editors take particular efforts to ensure each of their pages emits certain 
themes, values or imageries that would meet the readers’ satisfaction. As implied 
above, magazine advertisements which are considered transnational or global are 
those which have some kind of identical form. Gram (2007, p. 292) observes that 
identical forms are particularly found in luxury products such as cosmetics, 
perfume and watch products. These products, he continues to explain, is primarily 
advertised in upscale magazines, which are oriented to mostly rich, urban, 
western-oriented consumers and “wannabe” readers who strive for better lives.  
The US has been seen as “the most highly developed consumer society in 
the world”, yet at the same time, the US is also accused of having no real culture 
of its own (Lindquist & Sirgy, 2006, p. 384). The mixing of cultures of ethnicity 
with their diverse characteristics has contributed to this understanding. The 
nation’s Asian-American, African-American, and Hispanic-American people 
designates the notion that American culture is a multicultural one. In the US 
culture there is a mixture of diverse ethnics, which in certain ways, have been 
homogenized to form a standard view of what is to be known as the culture of the 
US citizens. Every American citizen is exposed to the same kinds of 
communication media, use the same standardized brand of goods, and enjoy the 
same kinds of consumer goods. However, the behavior, values, and norms may 
differ from one geographic region to another and among ethnic, national, religious 
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groups, and also to the differences in age, marital status, education, occupation, 
and income level (Lindquist & Sirgy, 2006). Nevertheless, being positioned as a 
culture of hegemony, the American citizens are known to sustain and transfer the 
following traditional ideologies through their popular culture advertisements, too. 
The ideologies advertisers use to attract consumers interest are usually about the 
(1) practice of and faith in democracy, (2) belief in the equality of all people as a 
fact and as a right, (3) disregard for the indisputable nature of the law and belief 
instead in direct action to resolve issues, (4) practicality, (5) prosperity, (6) 
material well-being, (7) Puritanism belief, (8) uniformity, and (9) conformity in 
addition to the held beliefs of (10) freedom, (11) self-reliance, (12)  independence 
and (13) sensitivity towards environment and a high regard for quality of 
life(Lindquist & Sirgy, 2006, p. 385). With these qualities, in addition to the use 
of models, who have a multicultural presentation, advertisements would use 
symbols either through metaphoric languages or colored background and 
supporting products to give connotations of an egalitarian or equality, that 
consumers can have when finally deciding to use the product they advertised in 
magazines. Other symbols that promise the satisfaction of possessing the material 
advertised is also related to the simple and practical life a consumer may have. At 
times issues of continuing the Puritanism belief of working hard to achieve a 
better life is also expressed in addition to more freedom a consumer will benefit 
from buying the product advertised. 
Lindquist and Sirgy reinforces that a consumer society, however, affects a 
number of traditional values such as: (1) a shift away from materialism towards 
the quality of life that concerns sensitivity to the natural environment, (2) more 
221 
emphasis in leisure over work, (3) more on living for today rather than for 
tomorrow, (4) resisting change but seeing it as more inevitable, (5) exhibiting a 
higher risk tolerance in life, (6) moving away from mastering the environment to 
nurturing it. Though individualism is strong, there is (7) also a movement towards 
collectivism and (8) placing high value towards the education of their children. 
Although there is strong faith in youth and education, (9) experience and wisdom 
are gaining ground, and (10) the society is becoming less masculine oriented 
(2006, p. 386). Thus, in recent American advertisements that travel globally to 
other countries through the media of women’s magazines, it is interesting to find 
that the use of nature’s ingredients is focused on more than modern technology. 
From this stand on production of a product, a desired sense of going back to 
nature is being elevated. The illustration of women having substantial freedom to 
experience some leisure time while nurturing their children and giving attention to 
their husband’s needs are also displayed in the advertisements. Although 
Americans are known for their individualism as a key to being self-reliant, recent 
advertisements also show that interacting socially with others in a collective group 
is encouraged to achieve the power women can have in sisterhood. The kinds of 
consumer culture and aforementioned ideologies in advertisements are discussed 
in more detail below.  
In hair products, advertising have tried to sell the ideas of egalitarian 
success and the freedom of democracy in the use of a top American model 
Veronica Webb, in hair product advertisement above. In this dissertation, out of 
the 3621 advertisements as data, 186 or 5.4% of them are about hair products. The 
range of hair advertisements consist of hair color, hair shampoo, hair serum, hair 
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vitamin, hair rebonding liquids, hair spray, and information on hair style, with 
various hair accessories such as bobby pins or hair glitters. With regards to hair 
shampoo, in both the USA and Indonesian women magazine advertisements the 
most popular is the Pantene shampoo. Hoffman-La Roche, a large Swiss 
pharmaceutical company was noted by Jones (2010, p. 244) as the “major pioneer 
in the manufacture of vitamins during World War II” and “was the one who 
launched Pantene shampoo as a by-product of the synthesis of the vitamin 
panthenol in 1945”. With the shampoo, Roche also expanded his success in 
“conditioners, hair sprays, skin creams, after-shaves, and sun creams” (Jones G. , 
2010, p. 248). The popularity of his product has reached the US department stores 
and professional hair salons in 1981. Diversifications of products such as done by 
Roche were quite a new business for the beauty industry in the 1980s. Especially 
for Pantene, it decided to go for the Asian country. Landing in Taiwan with P & 
G’s Asian regional management, Jones noted the Pantene Pro-V brand’s success 
in 1990 with the 2-in-1 diversification of shampoo plus conditioner. Fortunately, 
it was successful that Pantene became known throughout the Asian region along 
with Oil of Olay skin cream, and Unilever’s Pond’s and Vaseline lotions (Jones 
G., 2010, pp. 263-264). The story about Roche shows how advertisers welcome 
people from multi-cultures to shape up a success story of their products to reach 
America and eventually to other parts of the world. This is why in Indonesia the 
Pantene shampoo receives quite a high popularity as it promises a global self-
identity. The Taiwanese lettering on the shampoo bottle elevates the fact that it is 
a global product that Indonesians are looking forward to having. As implied in 
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Beng-Huatt’s report (2000) about the Indonesian thinking, things that signify a 
foreign origin is often welcomed openly and sought by the Indonesian consumers. 
Some marketing strategies that the Pantene shampoo used to attract 
consumers is also seen in the August 2008 issue from the US Cosmopolitan and 
Ladies’ Home Journal by writing a running text that says: “What’s the BIG 
secret? Get the volume collection”. The advertisement makes some readers want 
to know more about the secret of the shampoo. With the model looking 
confidently at the camera while holding up one of the shampoo and holding back 
her hair to appeal more to gazers who may praise her for her sexy body wrapped 
in an elegant gold dress, can also be an example of how the Western or American 
culture is sustaining the freedom of expressing one’s beauty: 
       Figure 77 Pantene Figure 78 L’Oreal lipstick 
(Ladies’ Home Journal,     (Femina, 31 January- 
August 2008, p.20 & USA    6 February, 2008, p.7) 
Cosmopolitan, August 2008, p.52) 
There are many others to take as samples, like the L’Oreal color lipstick 
advertisement that is also used by Indonesia’s Femina in the 31 January – 6 
February 2008 edition which maintained to use foreign models in the 
advertisement to give the notion that just like the American women, Indonesian 
women are also free to express themselves through their own choice of lipstick 
color.  
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The US ideology of democracy, egalitarianism and freedom of expression 
are frequently used by advertisers to attract a popular interest in an advertised 
product. Through the magazine advertisements, such as the Pantene shampoo or 
L’Oreal coloring, the ideologies are proven to have been easily trasnationalized. 
The promotion of beauty cosmetic products from L’Oreal, Revlon, Avon, Oil of 
Olay and Max Factor also makes use of the same strategy. Ever since 1917, the 
Max Factor firm is actually known for their mascara product, but now, it also 
produces a screw-up lipstick, and painted brush on type of lipstick. In addition, 
Max Factor also created eye shadows and eyebrow pencil that was sold firstly to 
the public in 1916. The following are the range of Max Factor products: 
Figure 79 Max Factor mascara advertisement 
(USA Cosmopolitan, February 2008, pp. 2, 3A, 3B, 98, 103) 
Having the Max Factor advertisement repeated in different pages in the same 
magazine issue shows that the advertisers have plenty of funds to make sure the 
advertisements get noticed. This strategy is deliberately  considering that it is 
consumer culture’s way of making sure that whatever was mass produced in 
factories get to be sold to as many buyers as possible. Yet with the use of 
exclusive handicraft beauty containers, the sales of the Max Factor product could 
not really reach consumers of the Asian countries even though it is advertised in 
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the Cosmopolitan and have a multi culture scene in the Max Factor’s colorful eye 
shadow model that puts on a Mediterranean fashion. This is also the case for the 
Sally Hansen eyelash curler model that puts on a cover over her mouth that looks 
as though she is wearing a hijab.  
Figure 80 Sally Hansen eyelash curler  Figure 81 Max Factor eye shadows 
USA Cosmopolitan, May 2008, p. 155 USA Cosmopolitan, May 2008,  
p. 12-13
The Revlon’s eye maker’s a la carte advertisement whose models use hijab has 
better popularity that its products are a sell out in Asian countries. Perhaps for 
those wearing hijab the eyelash curler is not as important as the eye line penciler 
that helps beautify women’s eyes.  
Figure 82 Revlon eye maker’s   Figure 83 Pond’s cosmetic with  
       a la carte advertisement   Bunga Citra Lestari (Indonesian 
(Ladies’ Home Journal, April 1961, p.31) Cosmopolitan, November 2008, 
p. 110-111)
This is unlike the Pond’s cosmetics products that make their advertisements more 
appealing to the Indonesian consumer by using its very own Bunga Citra Lestari, 
who is a pop singer and actress who is not only popular in Indonesia but also in 
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East Timor, Singapore, Philippines and Malaysia that gives her a famous 
Malaysian actor as husband.  
3.3. Globalizing Popular Culture Products through Sexual Imageries 
Indonesian Cosmopolitan, following the success of the US Cosmopolitan in 
the number of readers, has become the number one women magazines with the 
biggest number of readers, when compared to other internationally franchised 
magazines such as the Harper’s Bazaar, Female, Elle, Herworld, Amica, New 
Housekeeping, and even the Indonesian Dewi. 
Chart 16 Readers of women’s magazines 
As shown by Nielsen’s report, the 34% of readers reading Cosmopolitan makes 
the magazine the most popular magazine in the world. In both the US and 






gives readers a guide of how women should behave in public as well as in their 
private sexual lives (Machin & Thornborrow, 2003). Suggestive articles and 
risqué images have contributed to the popular success of the magazine. 
In the Cosmopolitan magazine many references to sex is used as a strategy 
to grab their readers’ attention. In any magazine cover, the word ‘sex’ is often 
highlighted either in capslock lettering or use of italics and of using outstanding 
color to make the word stand out above the others. Other than textual writing, the 
way the models are fashioned in sexy clothing and standing in sexy pose becomes 
characteristic of the magazine. On top of that, inside the magazine, there are 
featured articles on how to deal with and heighten sexual activity. Consumers are 
known to choose the magazine for this reason of learning how to do safe and 
adventurous sex. The word and the knowledge of sex were once and still is a 
taboo for Indonesians, who in majority have a Muslim religion. Yet, in fact tips 
like “50 cara instan untuk merasakan puncak seks in Indonesian Cosmopolitan, 
May 2008; “10 Sikap hadapi seks in May 2007; “69 sex facts (yang lucu dan yang 
tak terpikirkan)” in May 2007; and “Size doesn’t matter dear, maneuver seks 
pasangan beda bentuk tubuh” in the February 2007edition are actually what 
makes this magazine a must have for young women. Sometimes the word ‘sex’ 
itself is not written but other vocabularies like “fantastic fantasy” in November 
2008 or “Flirting sana-sini” in May 2007 issue connotes to sexual actions. 
Out of all the many advertisements in magazines, sexual scenes are mostly 
found in perfume advertisements. This may be due to the reason that a body’s 








There are 88 advertisements in the USA Cosmopolitan, November 2008 issue, 7 
of the pages are for perfume advertisements. All of them suggest sexual scenes or 
seductions. Examples are from the Bebe and Dolce Gabana perfume 
advertisement. The way the model look into the reader’s eyes suggests a longing 
to flirt with the reader. The pose of the head is signifying a challenge for the 
reader to follow the model. The opened shoulder dress for both models entice 
readers to touch their soft silky shoulders to which a man’s hand can even explore 
to the revealing cleavage. This sexual fantasies the perfume promises, tend to 
make women consumers purchase the perfume as basically women desire to be at 
the center piece of men’s attention. 
   
Figure 84 Bebe perfume  Figure 85 Dolce Gabana perfume 
  (USA Cosmopolitan, November,  (USA Cosmopolitan, November, 
                  2008, pp. 2-3)     2008, pp. 18-19) 
 
In the May 2008 of USA Cosmopolitan it has 132 advertisements. In this issue, in 
addition to the cover, 10 of the pages are used to promote perfume advertisements. 
Like the previous magazine’s issue, the advertisements from DKNY and UR 
perfume make use of sexually romantic scenes. These  are seen not only from the 
sensual gaze used by the sexy DKNY model biting her fingers or the sexy pose of 
a model’s leg that is being held by a man in a handsome suit, but suggest that the 








interestingly stopped some seconds of a magazine reader’s mind as she tries to 
imagine what sexual scenes would come before and after the advertisement of the 
perfumes. In both, nevertheless, the perfumes are promising their consumers the 
ideology that women can leave men powerless when dealing with sex. As a 
consequence, women are inclined to buy the perfume as women feel they need to 
have the perfume to boost up their self-confidence and esteem. 
          
Figure 86 DKNY perfume        Figure 87 UR perfume 
(USA Cosmopolitan, November 2008, pp. 24-25, 69) 
 
Other scenes of sexuality comes from the pages of USA Cosmopolitan May 2008 
issue: Viva Glam and Bebe perfume that challenge readers for adventurous sex 
and the Dreaming perfume and Dolce Gabana that challenges consumers to have 
an imaginative cruise to a dream world consumers may want to have, and the 
Ralph Lauren perfume that entice women consumers to feel the safety she can 
have form a man’s embracement. 
   
Figure 88 Viva Glam  Figure 89  two-page Bebe perfume 
 (USA Cosmopolitan,  (USA Cosmopolitan, May 2008, 










Figure 90 Dreaming perfume   Figure 91 Dolce Gabana perfume 
(USA Cosmopolitan,    (USA Cosmopolitan, 
May 2008, pp. 6-7)     May 2008, pp. 10-11)  
 
 
Figure 92 Ralph Lauren perfume 
(USA Cosmopolitan, May 2008, pp. 34-35) 
 
Using Hall’s constructionist theory of representation, which accommodates 
Barthes’ denotative level of reading, a Calvin Klein perfume advertisement, 
ckIN2u, is worthy of discussion in detail here due to the fact that it is advertised in 
both the US that represents the dominant society’s magazine and the Indonesian 
magazine that represents the global reach of magazine advertisements. Looking at 
the structure of the advertisement, the USA’s May 2007 Cosmopolitan and 
Indonesia’s Cosmopolitan on August 2007 have used exactly the same kind of 
background of model, setting, text style and format: Seeing the advertisement in 
more detail, by bringing in Barthes’ connotative level of reading, the product 
brand ckIN2u is written in very large fonts to make readers aware that the 








Calvin Klein brand. Such high receptability of this brand name denotes that the 
product is projected for an executive class of consumers who aspire for the value 
of democracy and self-confidence. 
    
 Figure 93 ckIN2u USA   Figure 94 ckIN2u Indonesia 
  (USA Cosmopolitan,  (Indonesian Cosmopolitan, 
   August, 2007, p.55)   May 2007, p.61) 
 
 
It can be interpreted in this way, due to the belief that a perfume’s sweet fragrance 
can, not only cover any unwanted odors of the body, but project an enticing aroma 
to attract the opposite sex. Assuming that the perfumed body will make others feel 
comfortable and lust, the consumers feel an increased self-confidence to show her 
expressions and inner wants more freely.  Judged from the way the models look 
into each other’s eyes, this sexy action is only possible when a perfume gives the 
feeling of safety, comfort and happiness. According to Brooks, the way a 
woman’s breast swell in a dress and the outline of a woman’s torso through a 
fabric is a powerful stimulus for a man (1997, p. 439).  
 In the ckIN2u advertisement the models are positioned in this voyeurism. 
The women with a thin T-Shirt that shows away her burgeoning young breasts 
and sexy hips and belly  is as though pushed to the side by the man to make her 
look vulnerable and powerless. However, this same visualization can also be 








perfume to make a man want her. For the perfume industry, this sexually charged 
advertisement is a sure way of making women wants the perfume. To the 
advertiser’s knowledge, a woman consumer’s inner desire of using the perfume is 
to lure the man of her dreams into her world. If a woman can do that, then she will 
feel she has a sense of power over mankind. Brooks informs, 
Despite the fact that they [the men] generally had considerable 
advantages over women in physical strength and economic and 
political opportunities, men have frequently felt one-down about 
sexuality. Although there are multiple ways that women could 
conceivably validate a man’s masculinity, the avenue critical to most 
men is the sexual one. When women are envisioned as sexual objects 
and made the centerpiece of men’s visual world, they become imbued 
with enormous psychosocial power. They are seen as having 
invaluable manhood tokens that they may, or may not, choose to 
dispense. The more physically attractive a woman is the more 
validating power she is seen to have. (1997, p. 441) 
 
 
Notice that in the advertisement, the advertisers take particular importance of 
transforming a suggestive sexual situation rather directly showing the models 
having sex in order to attract not just the women but also the men consumers, 
which according to a consumer culture theory is more effective for both genders. 
Brooks gives his opinion that “centerfold fantasy women are presented only to 
stimulate and to invite admiration of their perfection”, if they are presented like 
real women who have physical flaws and expect things from a relationship, men 
may feel threatened by it and instead do not want to go near the women (1997, p. 
440). Idealized images of the female body with “uplifted breasts and full but 
formed bottoms” is, thus, definitely more attractive than the real ugly women with 
“stretch marks, varicose veins, sagging breasts and cellulite-marked legs” (1997, 




ckIN2u are done by two youthful models, thus promising youthfulness, freedom 
and success to the perfume consumer.  Showing off two bottles of perfume in a 
close-up manner may have made some readers thought firstly of an advertisement 
for some kind of liquor. This may very well be the case, if it were not for the 
small letters saying: “Two new fragrances”, where a reader then realizes that the 
advertisement was for a perfume and not liquor. This may be done deliberately to 
emphasize that consuming a Calvin Klein perfume is like consuming the best 
liquor one can have, thereby realizing the drunkenness of the privileged mythical 
values stated above. With the exact same advertisement in an Indonesian 
Cosmopolitan, it is a good example of how the hybrid of the global sexual image 
and US ideology of democracy has worked its way to become a transnational 
value that the Indonesian culture is welcome to follow. With the ckIN2U, or the 
Calvin Klein perfumed sprayed into an American likewise an Indonesian’s body, 
it is hoped that the wearers can feel as sexy, drunk and democratic enough to 
show off their inner desires of achieving the highest hierarchy of needs20, i.e. the 
individual’s self-actualization.  
Another successful advertisement whose picture is almost 100% the same, is 
the XX and XY HUGO perfume advertisement. It is globally accepted by both the 
US and Indonesian Cosmopolitan’s November 2007issue. This is quite a rare 
occurrence if compared to the ckIN2U advertisement that came out a number of 
months difference from the USA to the Indonesian one. With both USA and 
Indonesian HUGO advertisement occurring at the same month and year shows 
20 The hierarchy of needs here is referring to Abraham Maslow’s psychology 






how strong the US head office is in instructing the Indonesian office to advertise 
the product or how the Indonesian office sees that the HUGO product is at its peak 
and thus decides to publish it also at the same time. In this perfume advertisement, 
although the models share a strong, sexual gaze with each other’s eyes and hold 
themselves up close and personal are similar to the ckIN2U advertisement, the 
position of the capslocked HUGO is a little bit different. The Indonesian 
advertisement decides to position it a little higher than the American one, thus 
covering some part of the breast of the woman model. This decision is as though 
the Indonesian advertisement deliberately wanted to lessen the sexual intensity 
that would show in the final advertisement. 
               
Figure 95 Hugo USA    Figure 96 Hugo Indonesia 
 (USA Cosmopolitan,    (Indonesian Cosmopolitan,          
 November 2007, p.61)   November 2007, p. 283) 
 
The close-up image of the models with some spotlights on top and the inclusion of 
the red HUGO logo at the back part of the American advertisement make the 
perfume bottles closer and therefore the focus of the advertisement. By 
comparison, in the Indonesian one, there is a smoky background and some 
detailed information at the bottom of the models, thus, making the red HUGO 
logo repositioned at the bottom right and makes it more of the focus rather than 








Americans rely more on symbolic pictures to communicate with their readers, 
whereby the Indonesians still rely on informative texts to explain what is going on 
with the product advertised. If Americans see that the spotlight is important to 
denote how people can be the center of attention when using a HUGO perfume, 
the Indonesian advertisers seem to think that Indonesian consumers would not get 
that idea of the ad. This is why the red logo is instead positioned at the front to 
show that it is an advertisement about a brand new perfume worth buying rather 
than celebrity news about a popular actor possibly dancing with one of his 
girlfriends. The information signifies to readers that the product brand is quite 
new and has not become a popular brand in Indonesia. The product’s theme: 
HARMONY IS OVERRATED is also positioned differently to enable the 
Indonesian’s special heading: PROMO COSMO placed at the top right corner. It 
is as though wanting to show that the magazine, Cosmopolitan, is making an 
apology for the seductive scene shown in the advertisement and so the magazine 
takes responsibility for the X-rated or overrated perfume. Thus, after an 
informative reading on feminine flowery XX scent over a minty, woody 
masculine XY scent, which says, 
Hugo Boss menghadirkan keharuman berbeda untuk Anda dan si Dia. 
Hugo XX untuk wanita dengan keharuman bunga yang segar. Hugo 
XY untuk pria dengan keharuman mint dan kayu-kayuan maskulin. 
Dua sensasi keharuman yang merefleksikan daya tarik dan 
keharmonisan antara pria dan wanita. 
 
 
the Indonesian version decides to develop the popularity of the exclusive value of 
the perfume by offering ten free products of the perfume each for readers who 








have been exclusively made for the woman and man consumer, before an offered 
due date. Unlike the American version, which confidently uses its hegemonic 
power of knowing what readers want; for the Indonesian version, without perfume 
product giveaways, there is a concern about the after sales of the product. Buying 
a branded perfume in Indonesia is probably still felt as a luxury for some 
Indonesian consumers. In comparison, for the Americans, buying a perfume is 
already a form of quality choice rather than a choice for exclusivity that the 
posting of the brand HUGO deliberately uses capital letters and red in color. For 
American advertisers, the small writing underneath “HARMONY IS 
OVERRATED: Hugo XY. Hugo XX. Two new fragrances from Hugo” is the 
most important point for what the advertisement wants to sell. Selling a product 
for American advertisers is not just trying to sell brands but it is also selling a 
lifestyle.  Advertisers know that to make people want the lifestyle, a similar value 
of the reader or consumer must be attained. 
Released in October 2007, the advertisement has Jonathan Rhys Meyers as 
the male model for attraction. He is an Anglo-Irish talented actor, best known for 
his roles in the films Velvet Goldmine, Mission Impossible III, Bend it Like 
Beckham and also in television roles as Elvis Presley, as well as being King Henry 
VIII in the drama, The Tudors. With a “skinny and yet a strikingly impressive and 
arresting pose,” he has what it  takes for a “very strong male side” but equally a 
“female emotional intelligence side” due to what Meyers himself admits to being 
raised by his single mother (Matt, 1998).  By this data information on the male 
model, naturally, advertisers are hoping to transmit the quality of machoness or 








perfume are promised to become as magnetically electrifying to the others, such 
as the sex appeal the models show in the advertisement. Noticing on how both 
advertisements came out in the November 2007 issue of both Indonesian and USA 
Cosmopolitan shows how the advertisers tried hard in making the campaign for 
this advertisement successful. Perhaps the advertisers of this perfume wanted to 
make sure that the global economic recession of the years of 2007-2008 would not 
limit the popularity and sales of the product.  Thus, they made a big campaign by 
paying Cosmopolitan magazine to publish it as soon as possible in as many outlets 
around the world. As mentioned, out of all kinds of advertisements use as data for 
this dissertation, the same time of publication output like this HUGO Boss 
advertisement is a rare coincidence indeed.  
US perfume advertisement images like shown through ckIN2u and XX-
XY’s HUGO Boss perfume have consistently shown how important it is for 
someone to freely express oneself and have a high self-reliance or the believe in 
oneself to succeed in life, such as represented by Meyers, the actor. For 
Indonesians, due to the patriarchal and Muslim oriented society, the freedom of 
expression is limited by society and considered impolite especially for the women 
to express their affection in public. This freedom of expression, especially to the 
woman kind was not possible either before the Emancipation of women in the US 
The freedom of expression has only become more vivid towards the 1960s where 
women found the better opportunity to show their want of equal rights in the 
political, economy and domestic fields that Sapiro (1986) has mentioned the year 
of the 1960s for a sexual revolution. With regards to the US freedom ideology, it 








developed in London or New York, thus, naturally in most global advertisements, 
a number of Anglo-Saxon American values are generally transmitted to the global 
audience (Gram, 2007, p. 294).  
 Although the sexual scene shown by HUGO is not as striking as the ckIN2U 
advertisement, it cannot be denied that most advertisements use sex as an 
ingredient to attract magazine reader’s attention.  Being a magazine made for the 
productive women Cosmopolitan magazine often gives suggestions that women 
are unsatisfied beings when it comes to her sexual body and the definitions of 
beauty. As proof of this, many cosmetics and perfume advertisements are still 
found advertised in magazines. Wolf (2002) writes how women would talk about 
their obsession of beauty as follows: 
 “I fantasize,” says “Betty” in Nancy Friday’s collection of 
female sexual fantasies, My Secret Garden, that “I have changed 
into a very beautiful and glamorous woman (in real life I know I’m 
somewhat plain)…I close my eyes and seem to be watching this 
other beautiful woman who is me from some other place, outside 
myself. I can see her so vividly that I want to shout encouragement 
to her…’Enjoy it, you deserve it.’ The funny thing is that this other 
woman isn’t me.” Writes “Monica”: “I was suddenly not my own 
self. The body…was not this funny fat thing of mine, it wasn’t 
me…It was my beautiful sister…all the time it wasn’t me, it was all 
happening to these two beautiful people in my mind.” Those 
voices-“it was not me”…  
 When they discuss this subject, women lean forward, their 
voices lower. They tell their terrible secret. It’s my breasts, they 
say. My hips. It’s my thighs, I hate my stomach. This is not 
aesthetic distaste, but deep sexual shame. (pp. 149-150) 
 
Wolf is very clear when she regards that “Breasts, thighs, buttocks, bellies” are 
“the most sexually central parts of women, whose ‘ugliness’ therefore becomes an 








.Thus, it is these essential parts, the parts that most beauty surgeons would cut 
open, and the parts that bear and nurse children and feel sexual, that magazine and 
advertisers play with in order that women would pick up a magazine like 
Cosmopolitan to find what kinds of therapeutical advices, services or products it 
can offer to women. Through the kinds of images the advertisements, advertorials 
and featured articles have about sex and other heated issues, in order that they can 
later become dependent, related to, and have an influence with each other across 
nation’s borders; makes people feel sure that the magazine becomes one of the 
favorite media for women individuals within different groups and countries to 
interact with each other. With “the local becoming a universal quality” (Kearney, 
1995, p. 553), it necessitates the understanding that in globalized a society there is 
little chances of rejecting foreign products promoted in magazines because 
whatever is global can be made local by inserting local qualities, and vice versa.  
Why do advertisers use sex as an attracting factor for their advertisements to 
be read? Advertisers rely more on magazines than any other media to advertise 
their product because some advertisers want a sure way of getting reader’s 
attention, so they use sex and its resulting pleasurable implications. The use of sex 
in advertisements goes back to the 1850s, where wood engravings of the heads of 
beautiful women were common in patent medicine ads (Goodrum & Dalrymple, 
1990, p. 68). Being the only kind of image used during that time makes the 
advertisement get noticed first, in comparison the use of only wordings in other 
advertisements. As early as that time, it is interesting to learn that the use of sex in 
women is to attract women readers rather than men. Women were at first given 








continued to the bare bosoms with deep cleavage (which was actually not so 
controversial in the Victorian age). However in the 1880s, “the shirt–waist took 
cloth right up to the chin, and the floor sweeping skirts covered everything but the 
tips of the shoes” (Goodrum & Dalrymple, 1990, p. 73). Advertisers then had the 
idea of giving people a peek for pleasure. Just a lift at the hemline as high as the 
ankle could already make readers stop and try to find out what was the matter. By 
the 1920s the silk stockings for women gave the Flappers the short skirt, because, 
logically, if the skirt were not short enough then the silk stockings would not be 
discovered. It was not until 1936 when Woodbury and Palmolive soap were 
campaigned that female nudity was introduced. Interestingly, as reported by 
Goodrum and Dalrymple (1990, p. 74) the use of nude women in advertisements 
is more successful in attracting women rather than men readers: 
 Women remember sexual ads with the actual images of the specific 
people shown. Similarly, in ads with nude figure–either male or 
female–the women remember the name of the brand nearly 40 
percent more frequently than men do. Men will remember the 
brand better if the picture has mountains or trees in it. (Literally. if 
the ad just had naked models in it, 37 percent of the men couldn’t 
even remember seeing them, but if the models were involved in a 
suggestive situation, nearly 90 percent could describe it. 
Inexplicable datum: If nudes were present, males from cities of 
fewer than 25,000 recalled more brand names than males from 
cities of more than 250,000). 
 
The perfume strategy of using sex scenes is found quite effective based on the 
information that “today, consumers around the world spend $330 billion a year on 
fragrances, cosmetics, and toiletries” (Jones, 2010, p. 1). With the origins of 
beauty products primarily in the traditional knowledge of the scent and healing 








economic recessions have created a whole new paradigm surrounding the 
reception of modern beauty products and perfumes. Ever since the earliest era of 
human’s civilization, perfume was among those products often advertised. 
Many of the world’s leading perfume brands are either from two geographic 
regions, Paris, France and New York City, USA (Jones 2010, p. 2). This is why in 
seeing perfume advertisements most of the time it bears either French or English 
American name to it. According to Jones, “the craft of making perfume was 
reinvented during the course of the nineteenth century into a capitalist industry”, 
which has an ancient and global heritage of the “Roman emperors [that] were said 
to have slept and bathed in a world of scent (2010, p. 15). Perfume was essentially 
used for the male sex who perhaps had no time to bathe and thus perfume became 
the answer to cover their rather smelly daily war duties. In its development, it was 
the Arabs and the Persian pharmacists who used the new “essential oils” 
consisting of scents from distinctive aromatic plants or animals from the Indian 
peninsula, that were distilled and with a suspension of the essences in alcohol, 
smaller amounts of raw materials and flower petals were purified and soaked in 
warm oil to later become the perfume that we now know of.  The uses of these 
fragrances, creams, oils, and powders that were major carriers of the perfume 
were intimately associated with healing. Jones explains that  
When the craft of perfumery re-entered Europe from the Islamic 
world, its initial center was the Italian city-state of Venice, both 
because of its access to Mediterranean trade routes and its position 
as a centre for glassmaking, then crucial for the distillation of 
essential oil from plants. Perfume was in time diffused elsewhere, 
and during the second half of the seventeenth century the trade in 










The association of luxury fragrances as well as fashion and social prestige to be 
clustered in Paris and London was also befriended by New York, which was 
where the importers of the French essential oils were docked before transmitted to 
the emigrants living in New York (Jones, 2010, p. 20).  
 With regards to the scents used, although originally it was for the men 
warriors who not only had their bodies dipped in perfume but also in softening the 
gloves made from hides, the same kinds of scent were originally made for both 
men and women. During the nineteenth century when people began to wash more, 
however, many men started to use eau de Cologne instead or just have a little or 
no perfume. In contrast, women, used more of violet scents or more complex and 
abstract ones in favor of their more frilly and colorful dresses when compared to 
the simple dark clothing of Victorian men (Jones, 2010, p. 24). This historical 
perspective explains why perfumes either have a French name attached to it even 
though not created in France, and why perfumes have different scents for men and 
women as well as why sexual attire and poses are referred to in perfume 
advertisements.  
 Back in the 1960s, however, not very many nude or sexually suggestive 
scenes were used in perfume advertisements. For example out of the 84 
advertisements in the November 1960 of Ladies Home Journal, only one 
advertisement about a body bath soap show a bare back woman in a beauty 
bathtub. A similar condition is found in the December 1960 issue where only 1 
out of 67 advertisements show a bare shouldered woman about to put on her 








               
Figure 97 Beauty Bath            Figure 98 Wristley       Figure 99 Albano lotion 
(Ladies’ Home Journal        (Ladies’ Home Journal        (Ladies Home Journal 
November 1960, p. 22)      December 1960, p. 22) April 1961, p. 96) 
 
In the June 1961 issue there were none sexually inclined advertisements from the 
total of 43, but in the April 1961 there was one seemingly nude woman in a 
swimming pool selling an Albano body lotion product from the available 100 
advertisements. Although the 1960s do not use much sex in advertisements, sex 
and nudity attract more women rather than men readers. As informed by Goodrum 
and Dalrymple (1990) women remember the images of sex scenes and the 
advertisements’ brand names 40% more than men, so it is the women that would 
eventually buy the products. The smaller number of sexual images in the 1960s in 
comparison to the 2000s is most likely caused by the fact that a number of women 
groups were politically on the rise. One of them was Betty Friedan who, through 
her famous book, protested the idea of women being objectified and sexually 
harassed in magazine advertisements. 
Because women love to be gazed at and be adored by others, advertisers 
use the strategy of placing a beautiful model as the center piece. The product 
itself is usually small in size and placed at the side with some minimal text to it, 
so the center piece of the advertisement remains unbothered. As an example is 








with eyes staring sharply at the reader. The advertisement transfers the message 
that the scent of perfume is influential in a woman’s confidence of being a global 
beauty that men would compete to be her partner. 
 
Figure 100 Giorgio Armani perfume 
(O: The Oprah Magazine, May 2007, p. 41) 
Yet, being the one in power, this advertisement offers a woman not only beauty 
but also self-esteem to choose which of the men she wants as a partner. In the 
advertisement, women are made to feel that the gaze from the men is not for 
objectifying but instead for making women feel they are being given special 
attention, suggesting to ordinary women to buy the perfume. . 
 The focus on certain parts of women’s body like the puffy lips seen in the 
following Maybelline lipstick from the USA Cosmopolitan advertisement can be 
regarded as objectifying a woman, too. The words “shine seduction”, makes a 
woman a subject of sexual objectification (Abdullah, 2001, p. 39), which can be 
beneficial either for her own or for others. However, advertisement tells a woman 
reader that she can benefit from the lipstick as it helps her become sexually 
seductive, so that men, as represented by the male model cannot help but be 
empowered by her. The direct gaze she gives to advertisement readers is a sign 








lipstick The Indonesian Cosmopolitan, however, choose an American model’s 
less challenging stare, to lessen the objectified notion. 
 
Figure 101 Maybelline Shine  Figure 102 Maybelline water shine 
Seduction (USA Cosmopolitan,  naturals, (Indonesian Cosmopolitan, 
     February 2007, pp.6-7)      November 2008, pp. 136-137) 
 
 
A point to reflect about lipstick is that it has historical links with prostitution. 
According to sexologist, Benjamin and Masters, lipstick wearing “originated 
from prostituted women in the ancient Middle East who used it to show that they 
would do oral sex” (Jeffreys, 2005, p. 110), thus, choosing a lipstick color was to 
make the mouth resemble the vulva and thus becomes a sign of readiness to men 
in performing their oral stimulation duty. The women’s lips, which need to be 
dressed up in red, seductive color, shows that women are again objectified by the 
male sex. 
In the workplace, women had to engage in painful, expensive and time 
consuming procedures that were not expected of their male counterparts who 
wanted to find jobs and keep them. In a workplace, up to this time, women need 
to abide to certain beauty qualifications before signing up a work contract. Does 
this mean that women should feel guilty when wearing lipstick which increases 
the sexual imagery of the lips? According to Wolf in her book The Beauty Myth, 




not take it as a big deal. If women feel they can freely choose to use the facial 
cosmetics and fashion accessories as a form of expressing their happiness, then 
women should not be thought as being objectified. In other words, a woman can 
actually have the freedom to not wear makeup at the same time as she is free to 
not show her power over others. To this statement, it may explain the daring look 
models give when showing the kinds of beauty accessories the model is given to 
advertise, i.e. wearing a seductive lipstick color is the choice of the wearer. If a 
man goes over to her and shows his attraction, then it is the woman’s turn to 
exercise her power of wanting to accept the flirting offer a man gives to her. The 
lipstick may be a product that can offer women the freedom to express herself and 
the choice of which color lipstick she wants. Unfortunately, it is also a sign of 
patriarchal hegemony because the woman is made to feel she is not confident in 
facing her world, unless she puts on her lipstick in order to please the male 
gender. Sex is also an issue in most perfume advertisements where women are 
also beings that should tolerate but not enjoy sex or show off “raging volcanoes of 
desire” (Sapiro, 1986, p. 136), thus, images of men are still those that offer 
comfort, security and companionship to women. 
CHAPTER IV 
REPRESENTATION OF HEGEMONY AND GENDER IDEOLOGY IN 
WOMEN MAGAZINE ADVERTISEMENTS 
4.1. The Culture of Hegemony 
America is a unique country. It has assumed an unprecedented prominence 
in the affairs of many other nations and regions with its foreign policies and also 
with its soft power of America’s popular culture products. According to Beeson, 
the prominence or dominance that the American culture shows (2004, p. 3) is 
more popularly referred to as an American hegemony. For America, the 
hegemony was seen during the World War years in the power of having abundant 
material resources in the military. In a global sense, the end of World War II has 
championed America as the ‘war hero’.  
With the mantle of hegemony upon America’s shoulders and by way of its 
rapid industrial developments America has dealt with the new challenge of 
exercising itself as a nation with global power. The multiple industrial advances 
America experienced brought a threat towards the existence of the Soviet Union, 
who has also developed into a massive and progressive industrial country. Both 
nations, America and, what is now, Russia, were involved in a race of acquiring 
other nations’ influences and obtaining as many allies as possible to gain power in 
the political and economic arena of the world. Taking into accounts the anti-
ballistic and nuclear weapon testing, America and the Soviet Union have moved 
into a highly escalating phase of what is known as the Cold War. Under the 
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ideology of Capitalism and Communism, both America and the Soviet Union 
expanded, imposed, and exported competitively around the globe. The possession 
of tremendous materials, including the mode of production, has led America and 
the Soviet Union playing a crucial control and a significant role over other 
nations. This condition has pejoratively given the term of ideology like declared 
by Karl Marx and Friedrich Engels in The German Ideology, where ideas 
possessed by the superior having abundant modes of production are at the same 
time endorsing and spreading its ruling ideas (Eatwell & Wright, 1993). 
Particularly, in the case of America, the impose of global Capitalism since post 
World War II and afterwards has proven what Marx and Engels forecasted that 
under capitalism ideology, the ruling concept of individualism, consumerism, 
competitiveness, and the market has risen for the emergence of the ‘Have’ to 
impose their power (Durham & Kellner, 2006).  
In leading nations as a hegemon or the one having a super power, America 
does not conquer land ownership, but it has shown itself as having the monopoly 
of the world’s atomic weapons due its most advanced creations in technology and 
science, dollarization of the world’s economy, and the expansion of its ideologies 
and English language that are rapidly immersing other nations through its popular 
culture (Garrison, 2004). Hodson (2000) informs that America also receives its 
recognition as having the greatest power in the world, when  the 20th century was 
referred to as the ‘American Century’. Critical to the American Century, was in 
fact the USA’s control of the world’s oil resources.  
America is said to have an imperialistic power like how the Roman Empire 
has shown to the world. This imperialism is brought about by the ‘American 
249 
Mind’ that Gene Wise has once affirmed in his Paradigm Dramas (1979), which 
among others give the identity of Americans as always being hopeful, innocent, 
individualistic, pragmatic and idealistic. These characteristics have been in the 
minds of Americans that they are the chosen people as leader and savior of the 
world. Woodrow Wilson, who led the Americans in 1913-1921, was the President 
who gave the idea that America was God’s chosen nation that America is also 
regarded as a nation of the exception. Hodson states, “In the twentieth century, 
America was exceptional not so much for a commitment to democratic ideal but 
for two other reasons. For one thing, the US became exceptionally rich, partly 
because of its natural and human resources, but also because, unlike its European 
rivals, it was not devastated and impoverished but was enriched by the two world 
wars (2000, pp. 157-158). This American exceptionalism is practiced by America 
in its political isolation, i.e. the isolation of nations or leaders who are thought of 
violating democratization and human rights issues. As the world’s police, 
America is reluctant to hear of other critics who are not in line with their political 
ideology (Hodson, 2000).  It is from this situation that the culture of hegemony in 
America arises. 
In globalizing the hegemonic culture, the capitalistic ideology of the 
Americans has been distributed through various forms. They are through the mass 
and electronic media, cultural exchange programs, tourism, trading and popular 
culture. From this cause, Americans understand that a flat globalized world 
(Kroenig & Ratner, 2007) or a borderless nation (Fishkin, 2004) is created. With 
this reason in mind, American women magazine advertisements as forms of 
popular culture that travels through space and time, becomes an influential media 
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to make other nations experience the capitalism and ruling ideologies that 
Americans have. Forms of negotiation other nations have to deal with the 
American hegemony are discussed in the following sub chapters. 
4.2. Global White Hegemony in the Ideology of Women’s Beauty 
In this dissertation, seven magazines are used: the 2007/2008 USA 
Cosmopolitan which is comparable to the Indonesian 2007/2008 Cosmopolitan, 
then the Ladies’ Home Journal issue of 2007/2008 which is compared to the 
Ladies’ Home Journal of the 1960 issue, and also O: The Oprah Magazine 
2007/2008 which is compared to the Indonesian 2007/2008 Femina and 
2007/2008 Kartini. From these magazines 292 advertisements can be categorized 
under the theme of hegemony or empowerment. The largest percentage is found 
in the Indonesian Cosmopolitan (25%), followed by USA Cosmopolitan 
(22.60%), O: The Oprah Magazine (18.83%), Ladies’ Home Journal 2007/2008 
(17.12%), Ladies’ Home Journal 1960 (11.98%), Femina (3.42%), and Kartini 
(1.02%). The hegemony of globalized American products have been observed in 
the advertisement industry by using American models in Indonesian magazines 
to transmit the understanding that the Western white or Caucasian women are 
considered more advanced and more globally minded due to the better 
opportunity American women have when  attaining a higher education. The 
white, fresh and clean complexion American women have also points to the fact 
that the women are healthier and younger than other women around the world 
because these women have been clever enough to understand the importance of 






ideal for women appearance. Thus, in the dissertation data, there are more anti-
aging or youthful creams for women in American women magazine 
advertisements rather than the mostly advertised whitening creams found in 
Indonesian women magazines. 
Walker points out that there is a gender ideology for women to feel the 
obligation of always being beautiful and attractive in front of men in order to 
receive the proper attention they deserve (2000, pp. 8-9) from the dominationof 
the male society. Women, therefore, also have the obligation to stay young 
looking, clean and fresh, so, women are always a beautiful sight to see and a 
valuable chattel or adornment for men to exhibit. Women are even preferred to be 
virgins if they are single. When married they should carry with them sensational 
news either about their pregnancy, their new born baby, their divorce, or anything 
that would surprise people like their super sexyness or their use of somebody 
else’s money to satisfy their consumptive impulses (Suherman, 1998, p. 156). In 
almost any magazine, there are articles, advertorials and advertisements that 
encourage women to freely choose any product they want to become beautiful 
creatures for the dominant male society to admire. 
In line with issues of women’s rights, anti-racial discrimination, and other 
social or human rights movement, the freedom of speech and pursuit of happiness 
remind women that they have a chance to take good care of themselves in order to 
be continuously beautiful while doing both household and career, just like the 
time when their men had been busy participating in the World War I. Although at 








have a career. Ironically, magazine advertisements have supported the majority’s 
patriarchal culture of continuous education for women to be beautiful and dazzle 
others by always being ready to apply their makeup for any occasion. Armando 
(1998, p. 159) notes that media studies has pointed to a consistent fact that the 
ideal woman is one that is passive, is living in a domestic sphere and is beautiful. 
Beautiful in this sense is defined as being young looking, white and clear skinned 
body. Thus, although the women’s movement were at its peak in the 1960s, a 
Noxzema advertisement like shown below is found also in the Ladies’ Home 
Journal magazine of January 1961 edition: 
 
Figure 103 Noxzema 
(Ladies’ Home Journal, January 1961, p. 117) 
 
In the Noxzema advertisement, there is the promise that applying Noxzema will 
help women achieve the glowing, clean and clear complexion they seeking.  
 
Figure 104 Pond’s melts away tired lines 








Even though already half a century later, the way to promote cosmetics by giving 
promises to women how their products can help make women more beautiful, are 
still done by many other popular magazines in the USA and Indonesia. The 
L’Oreal eye serum and facial cream advertisement says that it can erase the signs 
of wrinkles. Wrinkles are early signs of being old. To stay on being youthful, 
wrinkles should be avoided, thus, cosmetic products tend to attract consumers 
with magical ingredients that can get rid of the wrinkles. 
     
Figure 105 L’Oreal Eye Serum  Figure 106 L’Oreal Revitalift Facial cream 
     (Ladies’ Home Journal,    (O: The Oprah Magazine, 




Figure 107 Pond’s age miracle: 
Ternyata tetap cantik pakai baju-baju warna apapun. It’s a miracle. 
(Femina, 15-21 February 2007, p. 36-38) 
 
A similar way has been used by Pond’s advertisement published in Femina, 
which claims the anti-wrinkle serum makes women ready to wear any different 
color of clothes because being young makes any color suitable for any woman. 








Cosmopolitan, and Pond‘s Flawless White in Indonesian Cosmopolitan are all 
also about the importance of women in maintaining her youthful self by having no 
flaws on her beautiful face. Wrinkles, scars, blemishes, pimples or dark 
complexion should be avoided.  
      
Figure 108 ULTIMA II  Figure 109 L’Oreal-Skin Genesis 
 (Kartini, 22 October-1  eye serum USA Cosmopolitan 
 November 2007, p. 67)         November 2008, p. 31) 
 
 
Figure 110 Pond’s Flawless White 
(Indonesian Cosmopolitan, November 2008, p. 110-111) 
 
If necessary, as promoted by the flawless white cream, Pond’s want Indonesian 
women to be re-born with a Caucasian white skin rather than an exotic Indonesian 
skin. As written, “cinta sejati datang menghampiri… Saat noda hitam & bekas 
jerawat pergi… Aku sudah membuktikannya, Kamu?” this advertisement 
challenges women to do the same as Bunga Citra Lestari, whose effort was 
warmly rewarded by her husband who kissed her on the cheek. According to the 
advertisement, the cream can help diminish black spots and pimple scars, so skin 








into a completely white complexion like the Caucasian is quite impossible unless 
that Indonesian possesses Caucasian genes or, the woman would have frequent 
trips to the salon for mild to intense facial whitening therapy, which can involve 
bleaching. Just having the cream on a woman’s face in seven days, with 
Indonesia’s humid weather, pollution and scorching sun in the day is something 
that can be obtained only by a magical wand from the Good Fairies of Cinderella. 
Although there is little chance that it will happen, with the gender ideology has 
kept most women dreaming for Prince Charming’s kiss to come in reality. When 
the whiteness is not realized in seven days, women would usually not protest 
about it, but instead they would buy for more, or change to another product that 
will result better and quicker whitening to their face. This is where women’s 
consumptive character starts, and where the hegemony of the capitalist America 
takes place, since the products are American in origin. Gender wise, a dichotomy 
exist. At one side, a woman may feel challenged to be like Bunga, and thus decide 
to show her self- as being someone who can manage her budget to buy the 
product. Yet, at the same time, in the name of beauty and in pursuit of that 
charming kiss, the woman does not realize that patriarchy hegemony is made 
stronger than ever before. 
The way cosmetic advertisements have been reaching women all over the 
globe is through its appearance in different magazines. As shown in the previous 
discussions, (i.e. in the American Ladies’ Home Journal of the 1960s then to the 
time of the 2000s of the Ladies’ Home Journal, Cosmopolitan, O: The Oprah 
Magazine), and popular Indonesian magazines such as the Indonesian 








transnationally. The transnationality is in advertisements’ crossing of borders 
through time and space. 
In Stuart Hall’s book, Representations: Cultural Representations and 
Signifying Practices (2014), it is discussed that negotiation takes place when there 
is hegemony of power, previously suggested by Karl Marx and the Italian 
Marxist, Antonio Gramsci. Groups who own the means of production such as the 
American cosmetics corporation, likewise “publishing houses, newspapers and 
latterly the electronic media” (Hall, 1997, p. 347) are usually the controller of the 
products as they try to impose their ideas to as many countries as possible. In 
order to exercise this power, domination, or taking a lead is not directly felt as a 
form of oppression by those who receive the products. This is because those 
exercising domination are able to make whatever they have transferred “appear 
natural and so mystify the real conditions of existence”, which in part is done by 
inserting some “ideologies” to people (Hall, 1997, p. 348). Beginning when they 
are born, a woman is raised as a creature who should seek a secure 
acknowledgement from men who praise women highly for her beauty;a direct 
effect of buying Pond’s product after reading the advertisement is regarded as a 
natural thing to do. 
The hegemony ideology or idea of domination follows Gramsci’s Selections 
from the Prison Notebooks (1999) where it is written that before attaining power, 
a class can, and must, lead because it is in power that something or someone 









“domination” is often contrasted with “hegemonic” which 
designates an historical phase of a given group that moves beyond 
a position of corporate existence and defense of its economic 
position and aspires to a position of leadership in the political and 
social arena. Non-hegemonic groups or classes are also called by 
Gramsci “subordinate”, “subaltern” or sometimes instrumental.  
 
In academic research, the concept of hegemony has been increasingly used and 
adapted in a number of critical analyses of the media by use of language. 
Language becomes “the primary instrument in the hegemonic construction” of 
what people regard as “common sense” (Kraidy & Goeddertz, 2003, p. 2).In 
applying the theory of hegemony, Kraidy and Goeddertz explains further that it 
must be used to account for the “intensification and increased complexity of 
transnational flows of culture, images and ideologies” (2003, p. 2).Scholars 
consider doing research with a hegemonic perspective is beneficial to do because 
“In the American commercial media system where politicians are dependent on 
corporate donations to publicize their views, the economic elite contribute to 
drawing the boundaries of public discourse” (2003, p.2). Hegemony offers the 
pretense of equal participation of everyone based on the assumption that each and 
everyone have the right to express their own interests. Consequently, in the 
transnational flow of ideas and ideologies, global and controversial ideas are taken 
out from their original context and reinserted in the space of reception in 
accordance with the interests of the political and the economic elite.  
Which country in this world is said to be the elite or the one in hegemony? 
According to Leiber and Weisberg, with less than 5% of the world’s population, 
the US accounts for at least one-fourth of the world’s economic activity, 








combined, and has some 75% of the Nobel prizewinners in science, medicine and 
economics (2002, pp. 276-277).  The American English language also prevails in 
120 countries as the language for global communication for some 380 million as a 
first language and another 250 million as a second language (Lieber & Weisberg, 
2002). Thus, America becomes relevant for the country to be judged as the 
dominating country of the world. Consequently, the US becomes a place that 
projects the ideology or myth portrayal that other nations are less dominating 
(Kraidy & Goeddertz, 2003, p. 5), or in Gramsci’s term, are the subaltern.  In 
winning the status of hegemony, there is a process of negotiation of US ideologies 
that may shift ground by making a central consensus and reconstruction of the real 
condition into a number of represented ideologies (Hall, 1997, p. 348) that Lieber 
and Weisberg terms the US as having “soft power” (2002, p. 281) because the 
power of hegemony, which in some sense is similar to colonizing subaltern 
nations are brought in softly that the empowering of the US ideology is not 
directly felt as an attack. 
 The ideologies to be discussed in this chapter are the ones represented in 
the US transnational Cosmopolitan magazine, which has been accepted by the 
majority of people as the universal norm for other countries to follow. Although 
reading, and eventually consuming, a certain advertised product may not promise 
a real kind of individual freedom from whatever is thought as constraining a 
reader; it may already give some kind of satisfaction because a curative promising 
myth is felt. To achieve this satisfaction, an advertisement reader may be given 
some psychological stimulus to feel that she has achieved what she was looking 








reaching a transnational condition, there is more possibility for globally mass 
produced products to be consumed by potential customers from all parts of the 
world. Consequently, using some forms of negotiations brings the US as a leading 
country to become economically more successful since product wise, a sell out of 
the mass produced products is reached. As stated, the USA Cosmopolitan 
magazine advertisement is a case of studying the negotiations of hegemony. The 
name cosmopolitan that evokes an image of a privileged person who is 
“independent” has “expensive tastes and a globe-trotting lifestyle” (Robbins, 
1998, p. 248) is interesting to reflect. It brings into mind that the mythical values 
offered by the magazine’s articles or advertisements, promise an enhancement of 
the readers’ middle to high class lifestyle.  
Irwansyah (2011) records in the Chart that in the Indonesian Cosmopolitan 
there are 23,046 women readers, who are married with kids (56%), are single 
(27%), are married without kids (9%), are divorced (6 %), and are widowers (3%). 
Whereas, in the next chart, Irwansyah also records the research finding by Nielsen 
Readership Study for MRA, which in general shows the reasons why women read 
magazines are to have the latest infotainment news (90%), beauty tips (83%), 
fashion trends (74%), inspiration over other people’s lives (61%), health tips 
(50%), new menu creations (42%), knowledge about a variety of food (24%), 
recipes implementation (20%) and knowledge on how to dress appropriately 
(11%). In other words, women read magazines to be inspired because they like 
reading useful health, fashion, and beauty tips in their magazines to keep 








about life. It is in magazines that women feel a communal strength in living their 
lives.  
 




Chart 18 Percentage of readers’ interest in reading magazines 
(Irwansyah, 2011) 
 
In this dissertation as many as 3621 advertisements have been analyzed 








Magazine, in addition to the Indonesian Cosmopolitan, KartiniandFemina. After 
making a categorization of the types of advertisements, it is found that the 
cosmetics or makeup products are positioned second place in number of 
occurrence after the health facility or product type of advertisements21.  This 
result is the same as Irwansyah’s finding above, where 83% of women reading 
magazines are to have beauty tips in beautifying oneself. Thus, this gives reason 
enough for the spread of cosmetic products and services advertisements that are 
represented in not just Cosmopolitan but many other magazines as well. 
 
Chart 19 Percentage of Advertisement Types in USA vs Indonesian Cosmopolitan 
of 2007-2008 
 
Make up products were found to take the dominant type of advertisement found in 
the data compiled from Cosmopolitan magazines.Especially from the 905 USA 
Cosmopolitan advertisements alone, 25% are categorized as makeup. This finding 
is the same with the finding of the Indonesian Cosmopolitan, where 23% of the 
21 See Table in appendix 
 
 






723 advertisements are about makeup and thus becomes the number one rank for 
this dissertation’s data on the kinds of products advertised in the magazine. The 
charts below also show, in more detail, the percentages found in analyzing the 
Cosmopolitan that makeup has become the number one type of product 
advertised. Part of the reason why makeup advertisements are successfully 
recognized as the most advertised type in Cosmopolitan, is in how the advertisers 
have successfully negotiated a number of either local and/or global values into it. 
Therefore, in this dissertation the Cosmopolitan magazine from the USA and 
Indonesian version is used to see how a negotiation process takes place.  
Viewing the frequent number of words used in most Indonesian makeup 
advertisements, the negotiation process of hegemony takes place with the use of 
the word ‘white’ that received special font, either in size or color in the name or 
labeling of the product or within the informational texts used, and also in the use 
of models with white complexion to suggest classy or prestigious women. The 
frequent visual effects of a brightly, glowing model’s face or body becomes proof 
of how Indonesians would give a high praise to women who can show their 
whitened state,  similar to that of the Western, white Caucasian. Through the 
interplay of text and visual messages, the whiteness seem to offer an 
understanding that being white suggests a supreme state of acquiring a healthy, 
hygienic body, that is equivalent to being the privileged beings. It is women 
having almost like the white Caucasian that has the time and intellectuality to read 
a number of resources on how to beautify one self.  
To be a white majority also signifies how educated a woman is keeping up-




advertisements, where both use a blonde haired Caucasian model. Although 
already using a Caucasian model, the Indonesian Cosmopolitan uses a more 
whitening effect to the model by applying some bright lights to the model’s face 
(see Dior capture). With those effects, the nose and eyes are seen sharper, the 
blemish or big pores that are usually apparent on the cheeks, and the aging 
wrinkles usually on the forehead and around the mouth area are gone. Therefore, 
he Dior cream emits the promise of cleanliness and becomes a supreme remedy to 
the Indonesians who are concerned about these non-beautifying qualities. 
     Figure 111 Dior capture Figure 112 Revlon 
 (Indonesian Cosmopolitan,  (USA Cosmopolitan, 
 May 2008, p. 7-8)  May 2008, p. 71) 
In the same May 2008 edition, the US Cosmopolitan, however, sees a tan 
complexion as being more supreme to a model because tan color suggests an 
outgoing and more carefree kind of person, who takes time to do some sport 
exercise to keep her body in good shape. Whiteness in complexion to Americans 
suggest paleness or an unhealthy state, thus may become the reason for why the 
Revlon cosmetics advertisement for the US version prefers to show off the tan 
complexion of a famous film star, Jessica Alba, who stars Sin City: A Dame to 
Kill for with Bruce Willis (Tarantino, Rodrguez, & Miler, 2005) in the 
advertisement. This does not mean, however, that there are no advertisements in 
264 
the American women magazine about the importance of having a white 
complexion. According to Goodrum and Dalrymple, during the Civil War, as 
depicted by Scarlett O’Hara in “Gone with the Wind”, women were expected “to 
keep their skin as white as possible with  hats and veils, and redden cheeks by 
biting the former and pinching the latter” (1990, p. 128). By the break of World 
War I, the average women knew that constituents to a basic makeup would be 
“lipstick, rouge and eyeliner” (Goodrum & Dalrymple, 1990, p. 129).  The 
following advertisement found in the Ladies Home Journal about a new facial 
brightener suggests the hegemony of being brightly ‘white’ as the ideal beauty for 
women, too: 
Figure 113 Brighteners 
(Ladies’ Home Journal, February 2007, p. 97, p.103) 
In the US, colorful makeup was replaced by sun tans in the 1960s. To most 
Americans, having a tan or golden complexion is more preferred than the white 
color because it suggests a woman’s intellectuality to organize her time 
successfully, not only for school, but also for outdoor sport and for pampering 
herself with various beauty products and services. With a short summer season in 
the US, having a tan color to Americans is a luxury because not many people can 
enjoy the abundant amount of sunshine as Indonesians. In winter, people who 
want to maintain their tan color would go to beauty facilities or kiosks in order to 
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lie under ultraviolet rays for around ten minutes to make their complexion become 
golden brown. It is this gold color with a powerful gaze from a sporty young 
woman to signal supremacy. Through the advertisement, advertisers seem to 
promote the gold color to American women in particular,  in order to become a 
Bronze Goddess like suggested in the visualization of the following advertisement 
of Estee Lauder’s cream and the Island Radiance Self-Tanner Cream body lotion 
that help maintain a healthy looking tanned complexion like the Asian-American 
Hawaiian lady advertisement:  
Figure 114 Bronze Goddess Figure 115 Island Radiance 
   (USA Cosmopolitan,    Self-Tanner Cream (USA 
    May 2008, pp. 0-1)  Cosmopolitan, May 2008, p. 187) 
Why do Americans prefer the Asian-American tan rather than black 
African-American complexion? As discussed above, tan color suggests a healthy 
and sporty look and black represents colonialism. If Indonesians regard the 
colonialism white of the Dutch as something to aspire, by comparison, in the 
democratic society of USA, the black color is identical to the bondage of slavery. 
Black suggests the history of the negro slaves, who were captured from Africa and 
brought to the country to work like animals. Since then these savages or anyone 
having black and dark complexion have been universally understood to signify 
darkness, have dirt, and are uncultured.  
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The semiotician, Barthes, has written years ago in his “Soap-powders and 
Detergents” article that Lux soap powder and Omo
detergent have chlorinated fluids that have a mutilating effect of killing dirt and 
become a foundation to world order: 
…in the Omo imagery, dirt is a diminutive enemy, stunted and
black, which takes to its heels from the immaculate linen at the 
sole threat of the judgment of Omo. Products based on chlorine and 
ammonia are without doubt the representatives of a kind of 
absolute fire, a savior but a blind one. Powders, on the contrary, are 
selective, they push, they dive dirt through the texture of the object, 
their function is keeping public order not making war. (1972, p. 36) 
Barthes continued to explain through his multilevel connotations of his signifier-
signified-sign analysis that Omo also represents the mythical idea of “liberation” 
when the detergent can clean the “deep” dirt of the “germy” linen through a 
“foamy” process, which signifies something “airy” and “light”, as well as 
“luxury” and “happiness” to the user (1972, p. 37). Thus, if ever there is a color 
that suggests power it has to be other than black. White is supreme and has the 
connotation as the one who makes order to the universe. Returning to the 
discussion of Indonesian whitening advertisements, this is perhaps why in an 
Indonesian soap advertisement the name Lux is chosen. Not only will the user be 
clean from any kind of germs on the body, it also gives a feeling of luxury to the 
user like that maybe felt by a famous film star. The advertisement is quite 
popular that it got published in the August 2007 issue of the Indonesian 
Cosmopolitan and Femina. Although having a different colored background and 
method of presentation, the advertisement about a Lux liquid and bar soap, 
claims a  serum for melanin control to soften pores and smooth skin through its 
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text: “Skin White’s Rene White 3C makes your skin bright” has used the word 
‘white’ in English and with large fonts to attract readers’ attention. 
Figure 116 Lux White Glamour Figure 117 Lux White Glamour2 
(Indonesian Cosmopolitan,       (Femina, 23-29 August 
August 2007, p.58-59)     2007, p.2) 
In addition to denoting clean and innocence, the word ‘white’ shows some 
kind of hierarchy that is brought by the Indonesian history which maps the once 
colonized nation by the Dutch. The Dutch people, who were Caucasian may have 
contributed to an imperialist understanding of the word ‘white’.  
Figure 118 Mustika Ratu Bengkoang Whitening Hand and Body Lotion 
(Kartini, 22 February - 8 March 2007, p. 33) 
Although Mustika Ratu is Indonesia’s very own cosmetic industry, the numerous 
advertisements using the word ‘white’ has also influenced it to advertise in 
Indonesia’s Kartini with the insertion of the word ‘putih’ and visualizations of a 
model using a white dress and background to show the hegemony of white: 
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Kulit lebih indah tampak putih berseri. Untuk Anda yang ingin 
memiliki kulit makin putih cerah, pakai Bengkoang Whitening 
Hand and Body Lotion Mustika Ratu. 
According to Prabasmoro, there is a global level of whiteness in women, 
which signifies “kelas menengah, yang relative terdidik dan biasanya 
mempunyai peran public disamping domestic” [Translation: middle class, that is 
relatively educated and have some kind of public in addition to a domestic role] 
(2004, p. 57). Prabasmoro believes that the definition of white not only reflects to 
the white or Caucasian supremacy but also to a global aspiration (2004, p. 58). 
The whiteness also connotes a “future self” (2004, p. 61) by means an Indonesian 
woman who aspires to be white usually have a positive obsession to always make 
herself better, or make herself beautiful in the future by allowing herself open to 
the opportunities of being educated and become a global minded person. The 
colonial history of three hundred years under the Dutch ruling who opened up the 
opportunity of schooling in order to become a successful leader may have 
become the grounding for Indonesian ladies to make room for these whitening 
ingredients or serum, which is not only shown in facial powder and cream 
cosmetics but also used in body lotion, a number of cleansing lotion, beauty soap 
and even in toothpaste products. In these kinds of products, the word ‘white’ or 
‘whitening’ would be written across a products’ container and advertised in 
magazines with the use of caps lock, large sized or colored lettering, thus, 
showing how far more important the word is in comparison to other nations. In 
Indonesian Cosmopolitan and actually also in other Indonesian magazines, such 
as Femina and Kartini, the transnationality and superiority of the Western culture 
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is in the use English language. Having English language in advertisements 
suggests an excellence in education and status of the reader. This is because 
English is “the most favored language of global advertising”, which can serve as 
a symbol or representation of “modernity, progress and globalization” (Shuo & 
Zhenmei, 2014, p. 40).  
Figure 119 POND’S Flawless white 
(Indonesian Cosmopolitan, February 2008, pp. 0A-C) 
The whitening advertisement of “POND’S Flawless White: Kini kulit putih 
tubuhmu mencuri perhatian” signifies the Western superiority of being overly 
white. 
It seems then that in almost every cosmetics or body products, Indonesian 
advertisers prefer to use the word ‘white’ to ensure the sales success of the 
products advertised. In addition to flawless white, glamorous white, there is also 
a whitening smoothing conditioner like that found in Kanebo’s product which 
uses the word ‘white’ in “Blanchir Whitening Smoothing Conditioner: a newer 
whitening treatment skin effect” advertisement: This advertisement declares that 
it has the serum that can control the melanin by softening the pores and 






Japan, the model used in this particular advertisement is a Japanese model rather 
than an Indonesian to suggest an elevated hegemony in the product. 
 
Figure 120 Kanebo Blanchir’s facial cream 
(Indonesian Cosmopolitan, August 2007, pp. 4-5) 
 
On the surface, a reader will appreciate how beautiful the smooth soft-pored 
Asian skin rather than Western Caucasian model is, thus, it will attract more 
Indonesian readers to believe in it and buy the facial cream. Yet, if a reader cares 
to reflect further, she may not want to buy it because it would mean that she is 
colonized by the Japanese again, who once ruled Indonesia for three years in the 
1940s. If critical, a buyer may understand that wearing the cream can also means 
surrendering to Japan once again as a dominating country. 
Focusing on cosmetic advertisements that often bring beauty tips, the 
Indonesian Cosmopolitan has been said to sell the transnational beauty of 
“goddess-like” white women models (Saraswati, 2010, p. 29). The white women, 
however, have developed not only to include the white, western Caucasian, but 
according to Prabasmoro (2004, p. 61), in Indonesia it has also includes  the East 
Asian race, i.e. the white complexion of the Japanese, Chinese and Korean 
people that has been popularized by a TV boom in the serial Meteor Garden, or 








process because advertisers have understood that the more educated Indonesian 
women readers would have realized the improbability of obtaining a Caucasian 
white complexion. Having a Japanese or Korean white complexion for an 
Indonesian, however, is possible. Thus, explaining why there is a flowering of 
Asian pop stars in advertisements as those who are more hegemonic than the 
local Indonesians. Opening up the pages of the Indonesian Cosmopolitan, 
samples of a white and popular East Asian model is evident with the use of 
Sammi Cheng, a Hong Kong actress, for SK-II’s whitening product. In the facial 
cream offered, the complimenting text “Whitening Source Skin brightener” is 
used to attract readers’ attention.  
  
        Figure 121  Sammi Cheng  Figure 122    Ploy Cherman 
        (Indonesian Cosmopolitan,               (Indonesian Cosmopolitan 
             May 2008, pp. 9-10)                   May 2007, pp. 8-9) 
 
 
A similar strategy is also used in an L’Oreal Paris product with “White Perfect 
Eye” text and model Sammi Cheng, who is a famous Thai actress. There is also 
Ploy Cherman, a Chinese movie star, who is used to pose for L’Oreal Paris’ 
“Revitalift White” facial product.  
 The names of the well-known Asian models are deliberately mentioned to 
suggest the classiness a white Caucasian model would emit and also how a 








people. By contrast, in the Estee Lauder’s of “re-Nutritive Ultimate White 
Lifting Serum” and “Cyber White” facial cream, the model’s name is not 
mentioned because a Caucasian model is being used. The ‘white’ advertisements 
seem to be created to make Indonesian readers feel that they, too, can be 
transnational like the ‘white’ Asian and Western Caucasian actress who are 
‘powerful’ cosmopolitan women. In reference to the Estee Lauder’s Cyber White 
advertisement discussed above, there is the visualization of the facial cream 
product with a blue background to deliberately match with the blonde hair and 
blue eyed Caucasian model. This makes the model look perfectly clean without 
any flaws or dirty pores.  
  
Figure 123  Estee Lauder  Figure 124   Biotherm 
 (Indonesian Cosmopolitan,   (Indonesian Cosmopolitan 
 May 2008, pp. 3-4)   May 2008, pp. 5-6) 
 
This advertisement technique is possibly a strategy to influence readers to buy 
the product to make them feel good and sexy by applying a facial cream that will 
make someone to have clean, clear, and good looking, white skin. The whiteness 
supremacy of the Caucasian model for Estee Lauder and Biotherm product does 
not need any explanation because they already promise prestige to women. 
Notice, however, that in Biotherm, the model is used for a bathing product. This 








suggest that white is identical to not only be hygienically clean, but also suggest 
purity, holiness, and youthfulness. Whiteness in this instance is, thus, also 
hegemony, even to the white Caucasian models. The following advertisement 
about Noxzema Skin Cream, which in large fonts exclaims “Complete 
Complexion Clean-Up!” illustrates the importance of being clean from as 
personal as a woman’s face: 
 
Figure 125 Noxzema Skin Cream 
(Ladies’ Home Journal, January 1961, p.117) 
 
 
It is interesting to particularly pay attention to the words that are synonymous 
with clean, i.e. clear, glow, radiant and greaseless; which was combined with 
words that suggests youth, i.e. moist, cream-soft, fresh, and vitality. 
Visually, in a cosmetics advertisement a model’s face or body complexion 
is often given a radiant glow in advertisements to show how strikingly more 
beautiful she is in comparison to the other women around her. It is, however, 
rather a show of force when finding a recent shampoo advertisement, which 
claims that the black coloring effect it has to a woman’s hair, will make her 
complexion more radiantly white. In the Indonesian culture, which follows a 
patriarchal system, a woman would feel some kind of reward if the men, be it her 




is in this condition that the definition of beauty exists for her. This is evident in 
how some Indonesian advertisements make use of a male sex to glorify a 
woman’s glowing ‘white’ complexion rather than a darker brown one. Although 
not clearly shown in Cosmopolitan magazine, it is worth mentioning that in 
Indonesian television commercials, the audience is usually shown a scene about 
two women standing beside each other only to show how a Nivea body lotion 
with whitening serum has made a magical effect to a model that stands on the 
right side, because she is claimed to have a smoother, brighter and a more 
beautiful complexion than her darker left counterpart. In a research done to 100 
Indonesian girls, Subiyantoro(2004, p. 107) records that 87 of them chose certain 
cosmetic products to result skin and face: whitening (17%), cleanliness, freshness 
and have sweet aroma (14%), softness and smoothness feeling (13%), a more 
beautiful feeling(11%), cleanse from dirt (6%), a more confident feeling (4%), 
having more moisture (3%), diminishes acne (3%), gets rid of paleness (2%), 
protected from sun’s rays (3%), gets rid from irritation (1%), to show-off (1%), to 
become more feminine looking (1%), or just plainly because the cosmetics are 
suitable for them (4%). In other words, the choice of buying certain cosmetics 
does correspond to the hegemonic ideal of being white. 
As though this ‘white’ message in magazine cosmetic advertisement is 
considered to be unsuccessfully understood by viewers, in a recent October 2014 
Nivea commercial, the whitening effect has been shown as an attractive ingredient 
to a deodorant. Logically, it is absurd to erase the dark spots a woman naturally 
has in the armpits in a magical instant. Yet, it is in scenes like this one that women 






one to take a lead in this world. This is why in Indonesia almost every kind of 
cosmetics would compete each other and make use of the word ‘white’, 
‘whitening’, ‘flawless white’, ‘glamorous white’, etc.  
In reference to the hegemony of whiteness, some socio-biologists offer the 
explanation that the Western beauty ideal of a woman with blond hair and light, 
paler or white skin, is an appropriate way of “advertising youthfulness” (Barber, 
1995, p. 415) because “young women are relatively light-skinned” and would 
“grow darker with increasing age” (Jones, 1998, p. 102). In support of Jones’ 
statement, it is understood that during menstrual cycle, female skin color would 
be at the lightest during ovulation, which is why the male counterpart would see 
this particular fertile condition as a woman’s healthiest and sexiest stage of life 
(Kemp, 1999, p. 188). Softer, younger, radiant skin, are vocabularies used to 
attract women to purchase cosmetics advertisements as they signify a universal 
beauty. This is why the texts used in as far back as the following Ladies’ Home 
Journal from the November 1960 issue “Helena Rubinstein’s Skin Dew Beauty 
Offer! 9.00 Value NOW 5.00. Now keep your skin looking younger, feeling 
softer, with the most luxurious moisture treatment ever!” and a more recent 
Ladies’ Home Journal from February 2007 whose text says, “You have radiant 





Figure 126 Helena Rubenstein cream  Figure 127 Aveeno radiant skin 
 (Ladies’ Home Journal,     (Ladies’ Home Journal, 
November 1960, p. 93)       February 2007, p.9) 
The above discussion on whiteness, especially to Indonesians represents 
what society wants to see as the ideal global beauty. Although in reality, the 
achievement of a global white that suggests hegemony is difficult to realize, the 
nearing visibility of the white body through application of a number of whitening 
cosmetics, can help women reach a fantasy of idealized feminine beauty. How 
else have advertisements define the hegemony of beauty? The next sub chapter 
discusses about the physical aspirations of a woman’s body, which is related to 
women’s health condition, because being beautiful means also having a healthy 
body. 
4.3. Hegemony and Ideology of an Ideal Lean, Toned and Fit Body 
Standards of both health and beauty change over time (Sapiro, 1986, p. 
153). At the beginning of the century bathing was considered unhealthful by 
Westerners as compared to the Easterners. Westerners often went through most of 
their winters without bathing at all.In American advertisements of beauty there is 
a picture of women bathing in a bathtub with flowers, as a reminder that body filth 
is both unhealthy and unattractive. The splurge of perfume advertisement is also a 






more than men in the pursuit of beauty. Sapiro states that “white nonworking-
class women – not men – adopted the ‘consumptive’ look as an ideal beauty” 
(1986, 153). Consequently, there in the nineteenth century there was a time when 
white women had even avoided signs of being under the sun and experience fresh 
air to avoid sun cancer and tuberculosis. By comparison, working-class and black 
women were considered naturally stronger and fit to work like horses and not the 
ideals of femininity. As a consequence, the ideal beauty to some women can also 
mean a re-coloring or re-sculpturing of their bodies. Henceforth, the ideology of 
beauty is not only through the whiteness or the cleanliness of someone but also in 
how their body shape and size adheres with the global stereotype of a healthy 
woman. This is such because someone’s physical beauty can be related to how 
healthy that person’s body is.  
In this dissertation, 627 advertisements from a total of 3,621 (18.25%) show 
that health facilities and services make the top ranked type of advertisements. This 
high ranking may be caused from the belief from advertisers that women would 
most likely purchase more on health products rather than any other types as the 
health products make not only the woman but the whole family as the target of the 
production. What is meant by health products include the kinds of vitamins or 
medicines offered to women magazine readers. Also in this category, the food and 
drink supplements, which support a healthily functioning body is also included. 
Health exercise products, such as the standing bicycle or treadmill and other body 
work machines usually found at the gym to shape or maintain a fit body are also 
included. Last but not least, the slimming body programs offered by beauty clinics 








body content due to the obese body condition a person has, is also included in the 
health and services category. With nearly one third of all Americans obese and 
over 65% overweight, obesity has in the American culture, been clearly an 
“epidemic health issue” (Kean & Prividera, 2007, p. 289).  Medical issues such as 
hypertension, osteoarthritis, Type 2 diabetes, coronary heart disease, respiratory 
challenges and cancers are side effects of obesity (Centers for Disease Control and 
Prevention, 2005) that advertisers tend to support a range of advertising based on 
those medical conditions. What makes these medical health issue strikes out more 
than any other advertisements in a magazine is in how sometimes a two-to-three 
page spread is needed to inform the medicine. For example, is this Topamax 
medicine for women who have migraine and Akavar pills that is THE 
ULTIMATE “CURE “FOR FAT: FASTEST, EASIEST WEIGHT LOSS EVER!, 
which uses two pages to be very informative about its medicinal qualities: 
   
Figure 128 AKAVAR 20/50   Figure 129 Topamax migraine 
(USA Cosmopolitan, May 2007,                Ladies’ Home Journal, November 2007   
pp. 81-82)       pp.338-339  
 
Americans are said to “rely on the media more than any other source to receive 
information on health” (Kean & Prividera, 2007, p. 290), so as another strategy, 
the same Ladies’ Home Journal, November 2007 decides to bombard the 
magazine reader with continuous pages of health advertisements such as that on 








one page, the brain supplement advertisement strikes out because of the many 
illnesses it can cure. With a visualization of a healthy grandpa and grandma the 
text that says, “Are you concerned with… heart health, prostate health, blood 
sugar, immune system, joint health, sexual health, brain health, menopause, 
headaches, bone health, fatigue, longetivity… Feel better naturally with The 
Nature’s Pearl” (Ladies’ Home Journal, November 2007, p. 171); the 
advertisement is sure to attract many elders to consume it. 
     
Figure 130 Brain Supplement  Figure 131 Memory vitamin 
 (Ladies’ Home Journal  (Ladies’ Home Journal  
November 2007, p. 171)  November 2007, p. 173) 
 
 
           
          Figure 132 Migraine medicine                Figure 133 Diabetes services 
 (Ladies’ Home Journal       (Ladies’ Home Journal  
November 2007, p. 177)       November 2007, p. 179) 
 
As informed above and also in the previous chapter of this dissertation 
about beauty myth, the health and services product that deals with the body shape 








advertisements from the DoctorsYesNet advertisements found in the USA 
Cosmopolitan May 2007 issue.  
   
Figure 134 Purple YesNet Figure 135 Blue YesNet 
 (USA Cosmopolitan   USA Cosmopolitan  
   May 2007, p, 329)  May 2007, p. 337 
 
Plastic surgery has provided people with the opportunity for radical bodily 
constructions in line with particular notions of femininity, masculinity and youth. 
Facelifts, liposuction, nose and chin ‘jobs’ are just a selection of the operations 
open to people with sufficient money. Although their popularity has declined in 
the wake of health concerns, an estimated two million breast implant operations 
have been performed in the United States since the early 1960s. (1999, p. 70). 
Because of its sustained attraction to magazine advertisement readers ever since 
the 1960s and then later in the 1980s though the popularity of Playboy magazine 
pinups and Miss America beauty pageants, a great importance in keeping an 
appropriate body image is used by the media to gain capital. It is interesting to 
learn that slenderness has been equated with “competence, self-control and 
intelligence”, by comparison “curvaceousness (in particular large breasts) with 
wide eyed, and giggly vapidity” (Bordo, 1993, p. 55) suggests lower 








To be thin, thus means, an automatically smarter and better human being. In 
a Glamour magazine survey conducted in 1984 yields around 75% of the 33,000 
women surveyed considered themselves too fat, despite the reality that only one 
quarter of them are overweight and 30% of them were actually underweight 
(Bordo, 1993, p. 56). What used to be considered thin in the 1960s has become 
fleshy or disorderly fat in the 1980s. Bordo continues to elaborate that study after 
study has shown that women “do not feel very good about their bodies”, 
especially in the case that culture has taught women to not only feel “insecure 
with their bodies” but also constantly keeping to “monitor themselves for signs of 
imperfection that necessitates a continuous physical improvement for the body” 
(1993, p. 57).  Why is there so much concern in body image? According to 
Woodward, the human body has always been a subject of interrogation, 
investigation and at the same time given an invasion by psychologists, social 
workers and physical educationalists (1999, p. 65). Woodward explains further 
that the experts’ attempt of communicating to the public of how healthy a body 
should be is supported by “newspapers, magazines and television programs” that 
bulge in with “featured articles and advertisements about body image, plastic 
surgery, and how to keep the body looking slim and sexy, while weight loss and 
keep-fit [programs] have become multimillion dollar industries” (1999, p. 65).    
It cannot be denied that all women want to have an ideal body. Ever since 
girls reach the age of seven, they start to feel anxious and have the far about 
gaining a pound and become non-attractive to the boys in their class (Bordo, 
1993, p. 61). For this reason, dieting procedures such as jogging daily, counting 








deficiencies have given magazine advertisements the ammunition to offer a 
number of slimming programs. This is because, it has become a universal 
concept of beauty to request women from any parts of the world to not be too fat 
or too skinny, so women can put on clothes that have been universally made for 
the ideal body. In other words, slenderness has been equated with the value of 
success and self-esteem or an upsurge of self-confidence for most women. 
Upon this value of self-confidence and self-esteem, Lindquist and Sirgy 
offer the following information: generally people with low self-confidence are 
“more inclined to choose brands from highly visible manufacturers than from 
lesser-known companies”, conversely, those with high self-confidence “were 
more willing to be the first adopters of new products” (2006, p. 151). People with 
high self-esteem generally feel positive about themselves, by comparison those 
who have low self-esteem will tend to avoid situations that discredit themselves. 
Thus, low self-esteem customers tend to often use different types of product. The 
manufacturer of  Sara Lee baked goods, for example, believed that low self-
esteem customers would agree more to using “portion-controlled snack items” 
(Lindquist & Sirgy, 2006, p. 153). 
For Americans, the ideal woman’s body is having a body size like that of a 
Barbie doll that has been sold since 1969 with a 36-18-33 inch size (Motz, 1992) 
and a breast measurement of 90 cm, waist 45 cm and hips 83.5 cm. These 
measurements have been taught to many American children, especially the girls 
because the American Barbie doll is iconic to wealth, popularity, beauty, and a 








example, there is an advertisement about an extreme makeover for the body that 
would enhance a body ideal like the enlargements of the breasts, body fat 
suction, diminishing the folding of the stomach area, and operation for the face 
tightening or face lifts to make women become younger looking. As seen in the 
Cosmopolitan advertisements, in promising an ideal body that would be gazed by 
men, usually the Western culture prefers models using a bikini to show the sexy 
lines of the body that has been given a make-over. 
   
Figure 136 Extreme Makeover  Figure 137 T-Shirt and hot pants 
 (USA Cosmopolitan,   (Indonesian Cosmopolitan, 
August 2007, p. 229)   February 2007, p.37) 
 
To an Easterner, like that shown by the Marie-France Bodyline advertisement, 
the bikini is not too important, since a negotiation of wearing sleeveless T-Shirt 
and sexy hot pants is sufficient enough. According to Abdullah, health fitness 
centers become a place also to find and learn about how to have the ideal body 
shape (1998, p. 354). With women going to fitness centers prove that they start to 
give more attention to the health care, shaping of and performance of the ideal. 
The shape of the body seems to be a sign of woman’s existence, especially in the 
context of beauty. Acknowledging that in Indonesia, the make-over of a face or 








only those who have the budget for it advertisers competed each other in 
magazines by offering discounts.  
A body make-over for Indonesians is an exclusive thing when considering 
the condition of for example, the 2014 base salary of an Indonesian university 
fresh graduate who accepts work as a teacher may only have a range of more or 
less Rp 2.500.000 each month (Peraturan Pemerintah RI no. 34 tahun 2014, 
2014). With a weight loss program from, for example, the popular Marie-France 
slimming program, which gives a discounted price of Rp 4.650.000 from the 
normal Rp 30.850.000 (Marie France Bodyline Indonesia, 2011) is already 
almost twice the monthly (200%) salary that Indonesian receives. Although some 
women consciously know it is impossible to have an ideal body, women have 
been competing each other for health slimming programs or do hard diets and 
sports each day. This proves that a weight loss program in Indonesia is only for 
those who do have the savings for a high lifestyle in life. Thus explains why, 
these kinds of programs make use of the advertisement technology to help 
promote their programs.  
Facial treatments, however, is quite attainable since any Indonesian woman 
can just pick up a one-time ready-made mass produced facial package from a 
nearby department store for only Rp 4.500 or go to a beauty salon for a cost of 
Rp 45.000, thereby making it only a 0,1% from the salary mentioned above. 
With the Indonesian country’s humidity being quite high makes the face 








condition, advertisers know very well that women will run to buy the facial 
cleansing product. 
Beauty, henceforth, has received a hegemonic value as it has embraced 
women to see themselves as objects who agree to the rules of a patriarchy system 
who demands women to be attractively sexy without any flaws on the body 
shape and face. Women who are influenced to advertisers’ flawless white of the 
face, liposuction programs to take off cellulites or stretch marks for the body are 
considered as consumptive consumers. To advertisers, this is an advantage since 
they do predict that women are more consumptive than men. Nur also agrees that 
the ideal woman is the one that can organize herself and the household, as well as 
her family’s needs which includes her husband’s (2003, p. 121): 
Perempuan harus membelanjakan semua kebutuhan ruma htangga, 
termasuk kebutuhan-kebutuhan khas suami seperti rokok, minuman 
dan makanan kesukaan, serta berbagai jenis pakaian. Perempuan 
yang ideal adalah yang bias mengatur rumah tangga secara baik dan 
memastikan bahwa kebutuhan-kebutuhan suami selalu terpenuhi. 
 
This relationship between husband and wife is based on the patriarchy system 
where men are considered the protector and breadwinner of the family, thus, the 
woman as wife must make sure that her husband’s needs are always satisfied. In 
pleasing the husband, it also entails a continual effort to keep women always 
beautiful for their men. Just like previous colonial times in the USA where 
women were regarded as important chattels, being beautiful in front of husbands’ 
spectators, therefore, is a must.  
Advertising has an important role in enticing women to have an ideal 








shown in advertisements. Although in representing the perfect woman, 
advertisers have been known to make use of Photoshops that an actress like 
Cindy Crawford is said to become jealous of her own Photoshoped body shown 
in a magazine cover (Kilbourne, 2010). A negotiation process has been made in 
order that the Cindy Crawford’s Photoshoped body is like a Barbie doll, i.e. the 
breasts are enlarged, the hips made narrower, the thighs made thinner and the 
face more glowing and sexy with appropriate blush-on or facial powder made 
possible by the brush-ups of the Photoshop’s computer program.  
     
Figure 138 the arms  Figure 139 the foot  Figure 140 the back 
 (O: The Oprah Magazine,   (Ladies’ Home Journal,     (O: The Oprah Magazine 
November 2007, p. 79)  November 2008, p. 139) May 2008, p. 89) 
 
    
Figure 141 the lips  Figure 142 the hands       Figure 143 the neck 
 (USA Cosmopolitan,     (O: The Oprah magazine   (O: The Oprah magazine 










If not using Photoshop, advertisers would often place women as an object that 
can be dismembered. Henceforth, only the good arm, foot, sexy back, good 
hands, sexy lips or neck like shown above. 
In promoting a health claim through consumption products, there is another 
kind of negotiation process that is undertaken by magazine advertisements, i.e. 
an attention to ideas of multiculturalism and collectivism. This idea of putting up 
images that welcomes multiculturalism and collectivism is done in order to 
attract a larger number of minority groups as potential consumers. Advertisers 
make use the following visualization samples: 
   
Figure 144 Januvia          Figure 145 Ambi       Figure 146 Nivea 
 (Ladies’ Home Journal   (O: The Oprah Magazine     (USA Cosmopolitan 
November 2008, p. 139)      May 2007, p. 129)    August 2008, pp. 114-115) 
 
Visually it can be seen that the Januvia sitagliptin drug that reduces glucose 
European white Americans, but also to the Mexican American and African 
American minorities. Next, the Ambi acne medication proven to treat breakouts 
that leave dark marks behind are designed for the Asian American, African 
American and Hispanic Americans, whereas the Nivea lotion which promises to 
erase cellulites are visually illustrated to be fit for the Hispanic Americans who 
are usually comfortable chatting with the European Americans. Reasons why 




strength of collectivism. Women are understood by advertisers as individuals who 
need the support of others to decide something for themselves. With groups of 
women presented in the advertisement, it shows how the product and the decision 
a woman reader and consumer makes, is something that most other women will 
also agree on. Thus, women will achieve the self-confidence of making the correct 
purchasing decision. As informed by Kean and Prividera (2007, p. 294) 
consumption products seem to always have some kind of success in reaching out 
consumers when negotiating health claims in their advertisements, too. Thus, the 
transnational culture of advertisements always makes use of health manipulation 
promises as additional benefits to ensure satisfaction in addition to the self-
actualization needs women continually search for. 
4.4. Patriarchy Hegemony in the Gender Ideology of Women’s Marriage, 
Motherhood, and Work Life 
In Friedan’s The Feminine Mystique (1974, pp. 199-200) out of a sample of 
4,500 wives that consisted of middle-class, high school or college educated 
American women were divided into three gender ideology categories, they are 
either the True Housewife, The Career Woman, or The Balanced Homemaker 
type. In the first category, housekeeping becomes the main interest of these 
women that the comfortable and well-running home for her family is something 
that makes her proud and satisfied that she would not want to exchange it with 
any other type of job nor will anyone be able to take over the job she is managing. 
It is in this Housewife type of women that appliance marketers see the potential of 






Friedan believes to be the minority and extremely unhealthy according to the 
sellers’ point of view because although these women would buy appliances, such 
women do not believe their primary place is in the home and thus are considered 
too critical by sellers. Meanwhile, the third category, the Balanced Homemaker, is 
the ideal type. Having some outside interests or has held a job before turning into 
the career of homemaking, she would readily accept any kind of help a home 
appliance mechanic offers, although not accepting fully in order that she can still 
exercise her managing qualities to make a well-running household. With the 
development of women’s equality of rights to a workplace outside of the home, 
marketers devised ways for appealing these women with an X mix aid so they can 
spend their money to get rid of the boredom in the home by creatively doing 
something: 
Every effort must be made to sell X Mix, as a base upon which the 
woman’s creative effort is used. 
The appeal should emphasize the fact that X Mix aids the woman 
in expressing her creativity because it takes the drudgery away. At 
the same time stress should be laid upon the cooking 
manipulations, the fun that goes with them, permitting you to feel 
that X Mix baking is real baking. (Friedan B. , 1974, p. 202) 
 
Other offerings is the creative invention women may have when wanting to try out 
the menu or ready-made mixtures or food packages like seen in the following 
advertisement about Royal custard jelly sachet, Hunt’s tomato can, Broiled soup 
sandwich, Franco-American ham bake, new pack ready roast chicken or the 
Wesson chicken mole, minute rice Sun Maid, how to make use of cheese as 
garments, and how to instantly make Lipton chicken noodle soup that just needs 
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Figure 147 Range of instant food package mix and creative menu 
(Ladies’ Home Journal, November 1960) 
 
 
In her book Shaping Our Mother’s World: American Women’ Magazines, 
Walker (2000, pp. viii-ix) discusses the role of magazines as a business of 
expressing editorial philosophies to readers who yearn for personal, social and 
family advice, in addition to providing entertainment and information about the 
period of 1940 to 1960 that celebrated women’s primary role as a cook and 
creative homemaker. Especially for the 1950s, Kammen (1999), in his American 








discussion that the American family was immersed in the claim that the rise of 
income in the economic sector has developed a culture of what used to be a ‘need’ 
to become into a ‘want’ of something for the newly targeted women consumers 
(Kammen, 1999). There has been a saying that one should keep up with the 
Joneses to mean whatever the Jones’s family has, it has got to be whatever one 
has also. During this period of popular culture affluence, although not needing a 
dish washer machine, since washing dishes for a small family of four is still 
manageable to a housewife; yet because the neighbor has one, then advertisers 
show their philosophy that is not wrong to want one, too, for the sake of 
modernity or as a show-off to party goers. This American attitude of wanting to 
have whatever their neighbors’ have has made some dilemma when at the war 
time, mass produced things became scarce due to the limitations of man power at 
factories.  
With men going to war as soldiers, women had the chance to join the work 
force and did a man’s job. Joining the work force for women was not a matter of 
choice, however. Women had to work because some could not live with the small 
“pittance” given by the government as dependents of their husbands (Walker, 
2000, p. 84). However, this creates a controversy about the morality of motherly 
and domestic work with that of public employment (Walker, 2000, p. 67). If, like 
discussed in the previous chapter, during the war, women’s magazines target their 
readers to become nationalistic by supporting the war as army helpers who would 
“roll bandages, knit warm clothing for servicemen, distribute ration coupons and 
work for the Red Cross” (Walker, 2000, p. 80) by contrast, after the war, the 








asked to return to their cultural role as the controller of their domestic world and 
engage in their lifelong, unpaid employment. A magazine article entitled “Women 
Work for Their Country” written by Dorothy Dunbar Bromley was in support of 
this cause, when she wrote in Women’s Home Companion (December 1941) that 
in being a woman, 
You needn’t pilot an airplane, nurse in the army or go into a 
munitions factory to be of help. There are a number of important 
though less dramatic things to be done. Volunteer as an air raid 
warden, drive soldiers and their families to and from camps, 
entertain at the service clubs and at home. At Traveler’s Aid booths 
in a hundred cities trained volunteers hand out information to boys 
on week-end leave. 
Take a home-nursing course or be a gray lady – a hospital 
assistant. Study nutrition at a Red Cross class and keep your family 
well, or study canteen work for larger-scale feeding. If you are 
qualified teach instead of learn. And when spring comes plant a 
vegetable garden. (Walker, 1998, p. 35) 
 
To be a woman, then necessitates a far more important duty in the household 
where a women, can be her own boss rather than being in a work force. According 
to the article “The Married Woman Goes Back to Work”, which was published in 
Woman’s Home Companion of October 1956, women went to work for three 
reasons:  
First of all, there’s the obvious answer – money. But statistics 
show few women need the money for survival... 
 The second thing that drives women out of the house and into an 
office or factory to earn a weekly check is prestige… 
 “At last,” a woman, who operates a punch machine in a printing 
plant, said, “I have something to talk to my husband about in the 
evening…” (Walker, 1998, pp. 88-91) 
 
The three reasons mentioned connotes that whatever a woman makes outside of 








required necessities of the home seem to be sufficiently supplied by whatever 
earnings any man of the house would earn. With a woman working, it can create a 
woman to have a higher status in society because she belongs to those who are not 
in the normal position of a full-time housewife. The prestige is made possible 
because the woman can get to know some of the outside world, thereby, she can 
have a conversation about what her husband similarly knows. Yet in that same 
article, a woman is also challenged with the following questions about work: 
1. Can you afford to work? 
2. What can you do? 
3. What does your husband think of you working? 
4. Are you healthy and energetic? 
5. Are you adaptable?  
(Walker, 1998, pp. 91-96) 
 
First, in the question “Can you afford to work”, a woman is made to realize that 
by working the family will have to have additional expenses due to the kinds of 
wardrobe, beauty care, transportation costs, telephone calls and lunch hour 
activities such as window shopping. A woman worker is challenged to the idea 
that if she earns only 75 cents an hour, she may not break even when paying a 
child care assistant for the same 75 cents because the woman will still have to find 
extra money somewhere to pay up for her federal income tax, which comes up to 
23 cents. The article puts up the following remark: 
To be absolutely realistic, then you should add up all of the 
hidden costs that may be entailed in your working, then figure out 
how much you will have to earn in order to pay these costs plus 
your income tax. If your expenses will be $50 a week, and your 
husband’s income will put your whole paycheck into the 30 percent 
bracket, you’ll need a salary of $71.50 to break even. (Walker, 









The arithmetic bluntly tells women that it really is not worth working outside the 
home because a woman cannot afford to have one. 
In the question “What can you do”, the magazine article (Walker, 1998, pp. 
93-94) mentions that the home and community experience have given a woman a 
certain balance, maturity, organizational ability and warmth. However, these 
qualities are something that employers would most likely not buy as they only go 
under the heading “experiences” and not professional qualifications. A woman’s 
age is also a factor that would most likely decide employers not to accept a 
woman on a job. If ever a woman does get a job, it would be teaching elementary 
school students that gives a salary to around $84,000 a year. Another profession is 
a nursing field or hospital administration, which requires the applicant to be under 
fifty and have had two years of high school education. In the science field, a 
woman must have a Bachelor of Science degree, something that even the male 
counterparts only have some success in meeting the requirements. Doing office 
work such as filing, stenography, electric machine punching, book keeping and 
handling the switchboard is something that large numbers of women are absorbed 
into doing. In other words, if most women in the 1950-60s have not obtained a 
qualified education and only depended on the housework experience, then there is 
only a small chance of working outside the home. 
In the question “What does your husband think of you working?” the article 
gives the inclination that husbands mind about wives and mothers working 
because the child is the one that often suffers from common colds and the garden 








and energetic” is a question that makes a woman reflect on the idea that if she 
decides to accept a paying job outside the home, she must take care of herself well 
enough in order to return home and still have the energy and health to continue 
with the daily duties of cooking, wash dishes, sort laundry and be ready as a host 
in entertaining her husband’s friends. Then, “Are you adaptable” is another 
challenging question that asks whether or not women who are already used to the 
independence they had at home without any supervision and can be the boss to 
any kind of home event would enable them to become novices and forget the age 
to office supervisors who need young, smart, non-sensitive, dependable, and quick 
working employees. Basically, women are supposed to get the general 
understanding that in answer to those questions a woman’s best place is in the 
home. 
After the war, therefore, it is not surprising to learn that a combination of 
government and business policies and public opinion has favored the patriarchy 
system of men to return to their industrial jobs, and thus, solidly domesticating the 
women as homemakers. Although some women are reliable workers, who are 
helped by magazines with practical advice on how to deal with war or career 
challenges; the lack of adequate day care facilities, which proceeds to the closing 
off the centers for their baby boom children, has made it difficult for women to 
look for long-term job opportunities. Rothman reports that the federal government 
has only established day-care centers in 1943, where by 1945 only 10% of them 
were available for use with very limited facilities and located at inconvenient 
places, as it was too close to emergency places and encouraged too many women 








main duties  (1978, p. 223).  This consequently, gives reason for some pages of 
magazines to insert articles that warn women about the increase of juvenile 
delinquency as a cause for women who decides to abandon their children (Walker, 
2000). In the background of this day care issue, Tuttle comments that there is 
actually an issue of a male dominated group who regard the entry of millions of 
women into the paid labor force that was threatening the patriarchal goal of 
returning women to the life-time performance of unpaid, largely domestic tasks 
(1993, p. 70). In other words, although through magazines women are also shown 
how to become beautiful and attractive with the many kinds of sophistication in 
cosmetics and how to be practical in cooking; doing housework and using smart 
clothes for their career, ever since the beginning women are conditioned as beings 
that cannot work well unless working in their own household. Through 
magazines, the women were told to both buy and make savings in the family 
budget, in order to strive for improved class, and thus have amiable budget to buy 
the modern facilitating machines advertised in magazines.  
    
Figure 148 Gas stove   Figure 149 Cooking utensils 
 (Ladies’ Home Journal,    (Ladies’ Home Journal,  









    
Figure 150 Sewing machine           Figure 151 vacuum cleaner 
(Ladies’ Home Journal,  (Ladies’ Home Journal,  
 December 1960, p.114)   December 1960, p. 115) 
 
The advertisement of the modern gas stove, cooking utensils, sewing machine and 
vacuum cleaners are claimed to help ease and make work fasterfor the dutiful 
housewives. Like the advertisements in the Ladies’ Home Journal, December 
1960 issue, that kind of advertisement still exists in both Indonesian and the USA 
magazine advertisements of half a century later. First, in Femina (2007) is a 
picture of both mother and daughter showing how happy they are with their LG 
washing machine that claims to not crease clothes when washed. In it is written: 
“Cucipakaian Anda dengan mesin cuci LG! Teknologi perputaran ganda Turbo 
Drum-nya, mencegah cucian tidak kusut karena terlilit dengan pakaian lain” 
(Translation: wash your clothes with LG washing machine! The double Turbo 
Drum technology prevents creasing to clothes caused by them entangling each 
other). Second, in a 2008 Indonesian Cosmopolitan is an LG refrigerator 
advertisement that promises consumers to be as classy as the machine and the 
woman model in red when a consumer decides to purchase the refrigerator. 
Talking about how the refrigerator is made equivalent with the classy woman is 
interestingly an idea that is similar to Walker’s opinion about women’s magazine 








“whiteness of the proud owners” (2000, p. 133). In some respect, this is similar to 
Tomagola’s finding that Indonesian women cannot avoid the kitchen even though 
she has a high education and salary because advertisers have cleverly ensure 
women that housework does not enslave women because it is an entertainment to 
make a husband satisfied   (1998, p. 341).  Unlike the American society, although 
already in the year 2000s having washing machines and refrigerators for 
Indonesians are still relegated for certain middle to high class consumers and not 
for every social class. Therefore, the kind of visualization and text used in the 
Indonesian advertisement is one of enticing the women consumers to buy the 
products with the promise of receiving something luxurious in return: 
        
Figure 152 LG washing machine  Figure 153 LG refrigerator 
    (Femina, 15-21 February   (Indonesian Cosmopolitan,  
          2007, p. 105)    November 2008, p. 201) 
 
By comparison, in the USA magazine data used for this dissertation, no 
advertisements on washing machine and refrigerator are found. This may be due 
to the understanding that in almost any American house or apartments, these kinds 
of machinery are already available that there is no need for advertising them. 
There are a lot of appliance advertisements in so many other magazines, too, just 
not the girly sex magazines like Cosmopolitan.  The non-availability of washing 








of negotiation since washing machines are easily accessible in USA neighborhood 
laundry mats by just putting in some coins into the slots. Thus, if there is 
supposed to be a consumer, it would point only to landlords or house and 
apartment tenants rather than the overall woman audience. The kind of household 
machinery found advertised in the magazines as data is instead, a vacuum cleaner, 
which seems to be a must have for any woman. An example is found in the 
November 2007 O: the Oprah Magazine, where in it is shown the Halo vacuum 
cleaner that promises to be “the world’s only germ killing vacuum cleaner” and 
second, is a Dyson slim vacuum cleaner which is lightweight and promises to be 
“no longer an oxymoron” in the May 2007 issue: 
    
Figure 154 Halo vacuum cleaner Figure 155 Dyson slim vacuum cleaner 
    (O: The Oprah Magazine  (O: The Oprah Magazine, May 2007, p.173) 
      November 2007, p. 142)          
 
 
It is interesting to reflect on why the word “oxymoron” is used here in the text for 
Dyson vacuum cleaner. It suggests that in the past the machine were not 
intelligent enough to pick up dirt, so that through time, the machine continually 
receives a modern outlook and function. It is also interesting to notice that these 
vacuum cleaners are not advertised in the USA Cosmopolitan or Ladies’ Home 
Journal which also becomes the main data for this dissertation researcher. One 








racially relegated to the minority groups, such as the African-American nammies, 
who in the past were referred to household slaves. In the present time, these 
vacuum cleaners are mostly in the hands of women minorities who are working 
for a cleaning service agency. Thus, may explain for why the vacuum cleaner is 
only found in O: The Oprah Magazine whose readers are not only the European 
white but also includes the black African-Americans. 
The above discussion, nevertheless, shows that ever since the World War II 
era and up to now, many women think that owning modern household machines 
will help perform the dual responsibility of a mother or housewife and worker 
better. Walker (2000) gives the understanding that purchasing certain products 
and appliances promises women to be out from lower class drudgery. The 
following samples of texts found in advertisements show how advertisers try to 
influence women into thinking how helpful a household appliance is. For example 
is in “More Small Electric Appliances That Work For You” (Good Housekeeping, 
November 1950) that is used to describe a steam iron. Another is in the 
advertisement of a Spry shortening, which is a basic ingredient to making fried 
chicken, beef burger toasties, and summertime sherbertcake. In the advertisement, 
a woman is shown opening up a refrigerator door to get rid of the heat of the day 
with a text that says: “To the Woman who thinks it is too hot to cook! You will 
spend less time in your kitchen if you use these modern short-cuts-New methods 









Halliwell (2007, p. 16) informs that when by mid 1950s most American 
families owned basic domestic appliances and at least one car, meant that 
advertising strategies of influencing consumers’ desires about prestige and 
lifestyle has been showing its success. The consumer’s desire of wanting 
something is different from consumer needs in that desire is a  
“strong emotion that motivates consumers to want to consume a 
particular product or service”… Consider how a consumer would 
express her desire for a certain branded car: “I wanted this car so 
bad I could taste it! I could hardly function throughout the day 
because I would make myself sick thinking about the Honda and 
how I had wanted it.”  
Desire involves a quest for otherness, sociality, danger, and 
inaccessibility. (Lindquist & Sirgy, 2006, p. 265) 
 
In the quest for otherness, it refers to the feeling that consuming the advertised 
product is likely to provide some form of escape and a feeling of longing. In the 
desire for sociality, the source of desire for consuming an object is because it will 
bring them closer to other people. Desire, however, is also unpredictable and 
associated with fantasies (Lindquist & Sirgy, 2006, pp. 262-263). 
The investment of employing psychologists as symbol manipulators to 
probe into the hidden weakness and frailties of women consumers’ needs and 
wants, such as the drive to conformity, the need for oral stimulation, the yearning 
for security and ego-gratification, and the loving of objects that awaken deep 
emotional reflexes, have turned in profitable income to the capitalists as well as 
giving satisfaction to the male patriarchy who wants to house women.  
Although women are thankful to have these modern appliances most have 








that women are being undervalued by society. In other words, the kinds of house 
work women usually do are understood as non-important. By purchasing modern 
household machines, it could be said that women are empowered by the men who 
prefer to have women stay at home. Thanks to “Home Economics High School 
Text Book” of 1954, a woman is able to learn how to become an ideal housewife, 
because it has been an aspiration before the end of the 1950s for many girls to be 
married and have a decent family life (2011, p. 1). The kinds of activities an ideal 
housewife would do is, to maintain the house, prepare meals, take care of the 
children, help them with their homework, do the dishes and laundry while 
remaining elegant. 
Why do women not mind the idea of being a housewife? Nies offers the 
reflection upon the American society that believes “a successful college woman of 
the era was supposed to have an engagement ring on her finger by the end of her 
senior year” (2008, p. 49). Meanwhile, Mintz and Kellogg (1988) refer to a speech 
given by a college student, Adlai Stevenson, in 1955 who says that, a woman’s 
role in life was to “influence us, man and boy, to restore valid, meaningful 
purpose to life in your home” and “to keep their husbands truly purposeful”. This 
is also similar to the text of an advertisement that ran: “What’s college? That’s 
where girls who are above cooking and sewing go to meet a man so they can 
spend their lives cooking and sewing” (Mintz & Kellogg, 1988). Discussing about 
the suburban family in the 1960s was a female dominated and pro-child one with 
a father’s absence. This suburban society was interestingly created at the cause of 
having no new housing built during the twenty years men had been busy going to 








According to Lamb (2011, p. 5) the housings with large gardens that range from 
$6,000 to $62,000 in the suburbs appealed to all low-average to higher class 
people. This appeal was far greater when in the cities many kinds of jobs are 
abundantly available and that the community in the suburbs was helpful in 
providing a share of some of the neighborhood’s cars for people who had to work 
in the cities. The safety of the children was also the attraction of the suburbs 
because some mothers offer help in raising the children of other mothers who had 
to work in cities. It is for this reason that magazines make an effort of not only 
domesticating women to do housework but also in reminding women to raise their 
children well.  Articles from the popular Dr. Benjamin Spock, who wrote a 
regular column for Ladies’ Home Journal in the beginning of July 1954 (Walker, 
2000, p. 174) were among those that women read at a regular basis to help make 
them become better mothers.  
It cannot be denied that women are mothers. That is the stereotype which 
grows in this world. However, motherhood relates to several meanings. According 
to Woodward (1999, pp. 240-241), motherhood is the identity position of the 
biological, social, and symbolic. Motherhood also means that women should 
behave, but cannot express their minds too freely. This means that women, in this 
case, mothers, are not allowed to stand out. Mothers are in the shadow of an 
understanding that they should abide to the rule of taking care of their children, 
husband, and their beautiful house. Woodward says, that mothers need not to be 
smart or express their mind because it is the “idealized standard which are 
culturally prescribed” (Woodward, 1999, p. 243). Hence, mothers cannot be 








“a shared imaginary community” (Woodward K. , 1999, p. 269). Mothers are 
depicted to do the housework and take care of their body, too. In doing the 
housework, advertisements through magazines spread the product to make 
mothers easy to do the housework. They seem to help mothers, but they do not. 
As discussed earlier in this dissertation, advertisers make ways for mothers to buy 
the household products to ease their work but at the same time, make some kind 
of agreement that it is a nature for women to keep staying at home. The 
psychoanalyst, Luce Irigaray argues that “the patriarchal system of representations 
exclude the mother from culture” (Woodward, 1999, p. 244), so, in order to speak 
rather than be spoken, mothers have to be put into a “subject-position” but one 
that is “not as identical as a woman” (Woodward, 1999, p. 245).   
The following are samples, whose theme travel through time and space, i.e. about 
how a mother is represented in magazines as provider of a family’s healthy meal 
and child rearing, which among others must be concerned about children’s health 
like shown in this Unguentine First-Aid spray advertisement. Other advertisement 
samples are how a mother or grandmother would show little girls how to become 
a good cook, how to be concerned with hygiene, and healthy meals for the family: 
            
Figure 156 We gather together Figure 157 Unguentine First Aid spray  
     (Ladies’ Home Journal,   (Ladies’ Home Journal  










              
Figure 158 Biscuit making  Figure 159 Mother and children 
 (Ladies’ Home Journal,  (O: The Oprah Magazine, 
   February 2008, p.73)  November 2007, p. 0A & B) 
    
Figure 160 Coco crunch cereal  Figure 161Milna baby food 
(Kartini 7-21 August 2008, p.139) (Femina 15-21, February 2007, p. 99) 
 
To avoid the fact that women should be at home, the magazine has created a side 
job for women. One of those is the Ladies’ Home Journal magazine, which offers 
the women to search for subscribers. If women can persuade friends to subscribe 
to the magazine, the magazine will give them an amount of money. Another 
strategy is for these women to send in menu or articles about their home cooking, 
such as that done by with the features of the Betty Crocker menu. This means 
women do not need to go outside the house to earn money. It makes mothers 
happy, but most importantly it makes the magazine happy, too, as it gets more 
subscribers and also get more support from those who wants to keep the women at 
home. Ever since the 1950s up to now, magazine advertisements also influence 
the hegemony of women, through the trap of making women think that they will 








advertisements suggest. As seen in the advertisements, the Emily Tyler style 
fashion (i.e. women wearing a long gown or skirt) has used the strategy of luring 
women to buy their fashion product by making women feel they can be as 
important as a princess or first lady. The fashion promoted ladies hosting a 
ballroom function. Daughters are also encouraged to dress in a similar fashion as 
their mothers and use as minimal makeup they can for daily use.  
    
Figure 162 Emily styles Figure 163 Holiday Debts in Fashion 
 (Ladies’ Home Journal and in Beauty (Ladies’ Home Journal 
December 1960, p. 127) December 1960, p. 62) 
 
 
Figure 164 Makeup tips 
 (Ladies’ Home Journal, December 1960, p. 65) 
 
In the advertisement Makeup tips, the text underneath the picture, it says:  
I know boys who come right out and speak their disapproval of too 
much makeup,” says Patsy Davis. The deb’s favorite formula: 
lipstick and powder by day; for evening add a touch of mascara and 
eye shadow “if it does something for you”. 
 
This shows that advertisers know exactly that women would read advertisements 




advertisements have unfortunately manipulated women to be submissive also 
under the name of the patriarchy system. Surprisingly, to Simone de Beauvoir, in 
her introduction to The Second Sex, she points to the cultural assumption that 
women in France and America are exhorted “to be women, remain women, 
become women” thus, whether women like it or not, they are constructed to 
adhere with the ideology of femininity (Walker, 2000, p. 153). 
In magazine advertisements, it may seem that women are given a way out 
to show their self-confidence and self-esteem by choosing for example, their own 
kinds of cosmetics through the range of cosmetic samples shown in magazine 
advertisements. However, consciously aware or not, women want to be made 
beautiful and adored by the men and other women. To a feminist, this condition 
actually signifies that women want to become an object that can please those in 
the patriarchy level of hegemony. For the capitalist, which in this case includes 
corporations and advertising agencies, knowing that women aspires for a clean, 
fresh and younger looking face, they make a system where women would depend 
on them to find some kind of identity by being different or better than others. 
They know that women are not usually satisfied with their own condition and 
look to others for some kind of identity because it is in the difference that women 
find their identity. For this reason, advertisers make sure that their product stands 
out and attracts the women magazine reader to look more than once to their 
advertised product.  
CHAPTER V 
CONCLUSION 
This dissertation reveals that since the birth of advertisement, women have 
been objectified by many people and corporations for the purpose of consumer 
culture. Women should have been more rigorous in expressing their protests 
when seeing magazine advertisements that clearly objectify them. However, 
through a popular, consumer culture and manipulated hegemony understanding, 
the articles and advertisements published in magazines have instead influenced 
women to feel proud that they have become the center of many industries’ 
attention. As proof of this, many cosmetic corporations have been competing to 
put in as many variants of cosmetics as possible into magazines. Advertisers 
know that it is natural for women to be regarded as beautiful. Advertisers also 
know that the largest consumers of advertising are women. In addition, the 
responsibility of spending the family’s budget lies on the shoulders of the 
women. This dissertation, thus, concludes that advertisers have made a large 
section of cosmetic advertisements in women magazines to obtain great revenue 
from corporations and to keep women feeling aware of the challenges to keep 
being adored by their admirers. As a consequence, women naturally become 
consumptive individuals, hence, giving power to the corporate hegemony. 
In non-Western countries such as in Indonesia, whitening cosmetics 
advertisements are found to be a best seller. Not only does a white complexion 







and maintain her beauty. White is regarded as the most elegant color as it can 
cross borders to many nations as the color of beauty and surprisingly in America 
the nineteenth century also sees it as health awareness. Currently, in American 
society, the tan or exotic skin color is as ymbol of health. However, white is the 
color of hegemony; an ideology based on the myth of empowering the world.   
In realizing this myth, advertisers do not waste time in making a number of 
hybrid strategies. Caucasian models are used to promote a quality assurance of 
products. If not a Caucasian, then it would be a globally famous Asian actress, as 
in the case of Indonesian magazines. A Korean or Japanese model is used to 
elevate the global popularity of an advertised product. In addition to this kind of 
strategy to gain a wider audience this dissertation also shows that there is the use 
of mixing the local with the English language. In both cases, the use of foreign 
models and hybrid mix in language is a way of showing an advertised product’s 
global exclusivity. Thus, local products are elevated to an international scale.  
In the case of cosmetic products, a look at the history of women magazine 
advertisements, finds that the success of selling worldwide cosmetics 
advertisements has been in cleverly negotiating the needs of the locals that 
matches with those of the international values. For American products, which are 
already global, the kinds of negotiating attempts has in fact solidifies the 
expansive notion of American hegemony in women magazine advertisements. 
In magazine advertisements, there is a beauty myth negotiation that not 
only plays with the local, national and international values, but also deliberately 








by maintaining women as men’s chattel. To make sure that women have the 
beauty through cosmetics or body shape, Photoshop technology is given to 
models in advertisements to re-make, re-shape, or re-sculpture the women 
models to fulfill the aspired beauty attained only by the American Barbie doll. It 
is this particular doll with its slender, clean and healthy looking body with 
beautiful blonde hair and sexy red lips, which becomes the guide for American 
women’s beauty. When Photoshop is not possible advertisements that dismember 
a woman’s best features are commonly used to hook buyers. Feminists would 
agree that this particular condition portrays women as unsatisfied objects under 
the control of corporate advertisers. However, in a consumer culture’s 
perspective, by showing only the best part of a woman’s body, it is a strategy that 
elevates a woman’s confidence in obtaining the beauty ideal.  
 This dissertation finds that although advertisements seemingly promise an 
open path to women’s democracy and egalitarianism in society, gender ideology 
has encouraged women to remember their responsibilities of becoming 
traditional housewives and mothers who are concerned with the care of her 
family. Betty Friedan’s controversial, The Feminine Mystique and Naomi Wolf’s 
The Beauty Myth are proof that women would never be as equal as men. 
Capitalists have been challenging a woman on whether or not her career salary is 
as important as her role as wife and care taker for her children. In the modern era, 
the gender ideology that man’s offspring should be given the best health care and 
education is still lingering upon a woman’s shoulders. It is reasoned that 
advertisers agree that the key to consumer marketing lies in the women who is 








women, who will decide which kinds of medicines are appropriate for her sick 
child, or which kinds of nourished menu would make the whole family happy 
and healthy. In fact, health has become the key for advertisers to lure women into 
buying their products. If advertisements do not touch into the theme of health, 
perhaps the women consumers would not be interested at all in reading let alone 
buying an advertisement product. It is also the women that husbands rely on for a 
successful entertaining dinner. It is also these women that husbands rely on for 
the beauty, likewise bold and sexy creatures to help them feel satisfaction in life.  
Thus, not only do women magazines advertisements show an array of career, 
fashion or household appliances to help women’s housework, but they also show 
the kinds of menu, cooking utilities and even medicine in order to dictate women 
to be at home. Although cosmetic advertisements seem to show that women are 
given free opportunities to show her self-actualization, it is at the same time 
constraining the women. The regulation of wearing a lipstick for women army 
personnel during the World Wars and up to now in the modern business world is 
proof of this matter. 
This dissertation finds that a large portion of magazine advertisements is 
given to makeup or cosmetics. The kinds of cosmetics that women are asked to 
choose from are regarded as an expression of a woman’s freedom. The daring 
look that a model uses to show in cosmetics advertisements is a portrayal of a 
woman’s self-confidence.  Yet, it is only the daring look and nothing more.  The 
patriarchal American society has taught women to be in an exaggerated sexual 
actualization, but in a tolerable way. Cosmetic advertisements travel 








expression and self-confidence also travel transnationally. Before the 
globalization of the USA’s Cosmopolitan, a Middle East lady would not have the 
confidence to wear abundant cosmetics. Nowadays, people all over the world get 
to see the kinds of eye makeup a lady would wear behind her detainment of a 
chadar.  
This dissertation also finds that the magazine advertisements are about 
fashion. The kinds of fashion for different types of occasions, (i.e. work, school, 
home or leisure) shown in magazine advertisements are proof of how women are 
asked to exercise their self-esteem. The USA’s Jazz Era of the 1920s was a 
significant era in building up women’s self-esteem and carefree attitude toward 
fashion and sexuality. The once stiff, steel boned bodice that forced a woman to 
have a tiny waistline had been transformed into a shorter, more free, sleeveless, 
fringed dress, allowing a woman to bounce, fly and jig to the beat of energetic 
jazz. Footwear that was usually covered by the long Emily style or Cinderella 
type of dress is now clearly seen that it, too, receives a pointy and sexy high-
heeled style. The jewelry and head dress also receives a significant change, 
which just shows that women have a much better opportunity to freely express 
her feelings. In addition to makeup, advertisements about fashion and its 
accessories have become the media for capitalist to show that they have the 
power over their consumers. 
Most of the magazine advertisements discussed in this dissertation 
originated in the US and have crossed borders to other nations. In its cross 








egalitarianian. With arrays of products to choose from, women from all over the 
world are taught to freely choose what they want to consume. Yet, since the 
choices of products are mostly American products, these women from nations 
other than America do not realize that they are more than ever giving American 
hegemony its strength.  
This dissertation also finds that the majority of women magazine 
advertisement readers are from the middle class. These people have the time to 
read and feel the pleasure in reading advertisements. Even though a woman may 
not decide to buy the product advertised, seeing and imagining how a woman 
would look like in using the product has given her some kind of satisfaction. To 
Americans, the ability to buy an advertised product is a sign of affluence. The 
more material someone has, the more respectable she would be regarded by her 
surrounding community. It is a sign that the woman is economically capable and 
has a high social mobility and class status. This is the reason why industries 
compete each other to advertise their product, and as a result, women magazines 
have pages and pages of advertisements and advertorials. In the magazines used 
as data for this dissertation, advertisements make up for about three quarters of 
the magazine’s pages. It is usually only after turning over to pages and pages of 
advertisements that a reader can eventually find the table of contents of the 
magazine. Upon reaching an article, a reader will most likely find an advertorial 
at the end. In addition to the countless pages of advertisements in magazines, 
advertisers have been using psychoanalysis to create a desire to buy amongst 
women readers. This explains why the US magazine has depended heavily on 








With the introduction of globalization, women’s ‘want’ to buy has been 
successfully transnationalized to other parts of the world. Although, Indonesians 
also want to buy products advertised, it is not the advertisement themselves that 
give satisfaction. Instead in reading a magazine, most Indonesians, are more 
satisfied in reading interesting articles, such as about a celebrity’s successful life 
story. As a consequence, in Indonesian women magazines there are more stories 
and informative articles rather than advertisements.  
Advertisements is a media for women to  freely expresses their desires and 
become more confident beings in making decisions for their own and their 
family’s lives, yet the magazine advertisements is a paradox institution. Although 
household facilities of modern appliances are made to ease women’s work 
around the home, women are challenged with many kinds of cosmetics and 
health and trimming facilities in order to be the attraction of their male 
counterparts. This, unfortunately, means that women are forever captivated in a 
capitalist society, in addition to strengthening the gender ideology of a 
patriarchal hegemony. Women are made to feel satisfied only if they use the 
global products so men can always see them as beautiful creatures.  
Advertisers know that women are their best consumers. This dissertation 
sets out with the first research question on how historical facts construct the 
consumer culture of women magazine advertisements. Through a diachronic 
nature of seeing how history shapes women magazine advertisements, this 
dissertation finds that the success of a consumer culture is only possible when 








the fundamental contributor to the birth of the consumer culture with women as 
the primary consumer; namely the Civil War, World War I and World War II. 
Today, with media’s modern technology, advertisements in magazines are 
franchised to other parts of the world. Many American products are advertised 
due to the massive production American companies have.  This massive scale of 
production follows models of fabrication originating during the times of war. 
With the introduction of global product creators like the perfumers, Schueller and 
Dalle or Estee and Joseph Lauder, the availability of globally marketed products 
were unavoidable. These conditions of American history and enterprise have 
continually kept America as having hegemonic power through advertisement.  
Yet, in order to camouflage the hegemonic power, Americans introduce the 
value of democracy through the advertised products to exercise some form of 
local negotiations with the foreign market. Henceforth, this dissertation also 
answers the second reseaech question on how women advertisements show this 
type of local negotiations through the exercise of gender ideology representation. 
The negotiation is necessary for the natives to warmly welcome America’s 
global products that are particularly advertised in franchised women magazines. 
Forms of the negotiations include the hybrid mixing of the local language with 
the English language to appeal to womanly sophistication. The number one most 
popularly franchised magazine, Cosmopolitan does this frequently. There are 
English words used with the local language to advertise a variety of products. It 
is not that the locals do not like their own locla language, but instead they feel 
they achieve a global self-identity in reading such a prestigious magazine that 








a local product put beside a Caucasian model or having local models put beside 
global products.  This strategy of advertising, however, has made the world’s 
national lines to become blurred. What used to be a particular commodity in 
certain regions has now become accessible to people all over the globe, resulting 
in a global consumer culture. What was once regarded a minority, has now 
become a majority interest. Nowadays, anyone can wear the famous French 
Lancome or American Estee Lauder’s perfume, without differentiating which of 
the country excel better in perfumery. Thus, for example, an Indonesian woman 
can comfortably spray either a renowned French or American perfume to elevate 
the woman as an exclusive global beauty. As found in this dissertation, most 
women products have made pseudo-freedom values to trap women into the 
feeling that they are not worthy enough unless they have fulfilled consumer’s 
culture as consumptive beings. Another striking fact found in this dissertation is 
that without women’s realization, the promise of prestige the American popular 
culture possesses has pushed women from all over the world into the gender 
ideology of being beautiful chattels. Women magazine advertisements not only 
demonstrate American hegemony, but at the same time a patriarchal hegemony 
as women are implicitly made available to men as sexual objects.  
In summary, this dissertation finds that magazine advertisements do 
affect the global value of popular culture. The images found in women magazine 
advertisements are proof of the borderless, shapeless or context-less world 
people live in. American hegemony culture, not only spawns optimistic 
consumption, but forces their consumers to prepare for a world of homogeneity 




this hybridity when deciding what advertised products to buy. Of the 
consequences that arise from this inevitable globalization, that is most crucial is 
the resulting effect that patriarchal hegemony has on the gender ideologies of the 
global and local culture of women. After all, the human race is dependent on 
women as obedient wives and mothers to produce a new generation of families. 
What better way then, can advertisers do but to lure women into beings that 
continually consume mass produced popular culture products for the well 
running of a household? 
As a research that based heavily on women magazine advertisements as 
data, this dissertation is grounded in nature. The interpretation and analysis 
summed up in this conclusion, therefore, emits the following theories: (1) 
American hegemony is possible by way of the transnationality of popular culture, 
(2) women magazine advertisements is the best media to reach out to women 
who are the number one target of consumer culture, (3) cultural hibridity exists 
only when there is a negotiation of cultural diversity, (4) cultural homogeneity 
results from a borderless world of popular culture, (5) the construction of a 
pseudo-freedom and egalitarianian position for career women is constraint by 
nature’s gender ideology and patriarchy hegemony, (6) the representations of 
women in magazine advertisements is the gender ideology of women as the only 
true housewife, balanced homemaker, and best provider of families’ health; and 
(7) the highest satisfaction in a woman is when she fulfills the myth of the 
beautiful chattel men are continually competing for.  
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total 
advertisement 170 102 723 786 587 348 905 3621     
ALL 
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PRODUCTS 25 35 72 126 192 60 117 627 18.26 i 
148 A12 MAKEUP 29 21 121 109 55 14 192 541 15.75 ii 
658 A5 
FOOD& 
BEVERAGES 35 35 38 132 119 112 45 516 15.03 iii 
740 A1 BODY PRODUCTS 11 13 53 74 47 22 140 360 10.48 iv 
549 A3 
CLOTHING/ 
FASHION WEAR 13 5 64 55 24 21 69 251 7.309 v 
377 A7 HAIR PRODUCTS 14 11 46 20 14 13 68 186 5.416 vi 
760 A16 TECHNOLOGY 14 2 46 48 10 14 23 157 4.572 vii 
  A9 
JEWELRY 










ACCESSORIES 6 7 59 28 2 16 31 149 4.339 ix 
  A14 SWEETS 4 0 14 44 33 17 7 119 3.465 x 
  A10 
KITCHEN 
UTENSILS/ HOME 
APPLIANCE 8 8 11 16 8 56 0 107 3.116 xi 
  A2 CARDS 29 2 22 11 1 0 3 68 1.98 xii 
  A11 
LEISURE/ HOLIDAY 
PRODUCTS 2 1 7 14 3 10 2 39 1.136 xiii 
  A6 FURNITURE 3 0 2 10 13 4 4 36 1.048 xiv 
  A13 SEX PRODUCTS 0 1 12 3 7 0 13 36 1.048 xv 





NOVELS 2 1 15 0 5   5 28 0.815 xvi 
  A15 STATIONERY 1 1 2 3 2 18 1 28 0.815 xvi 
  A18 INSURANCE 5 0 7 4 8   2 26 0.757 xvii 
  A19 SERVICE       9       9 0.262 xviii 
      202 148 658 740 549 377 760 3434 100   
                          





















cosmo TOTAL %   
260 A13 
middle-class 
ideology 71 78 517 642 365 31 532 2236 19.42 i 
392 A4 
use of modern 
technology/ 
product for 





reliance 40 50 367 338 188 109 410 1502 13.05 iii 
2947 A2 
women's freedom 
of expression 37 48 320 331 175 114 444 1469 12.76 iv 
1819 A10 
importance of 




challenged to gain 
a worldly outlook 6 24 190 218 132 1 290 861 7.479 vi 
3159 A9 
women's 
awareness of her 








  A5 
 women's success 
in time 
management for 
work & play 4 7 124 155 62 6 165 523 4.543 viii 
11513 A7 
importance of 
hard-work for a 
qualified result 1 10 68 52 52 0 64 247 2.145 ix 
  A1 
the importance of 
family institution 12 23 25 85 52 21 14 232 2.015 x 
  A12 
strength of 
collectivism 1 3 25 51 16 6 110 212 1.841 xi 
  A8 
women's 
confidence in a 
multicultural 
environment 0 1 72 45 22 0 33 173 1.503 xii 




traditional recipes 0 0 13 11 5 88 12 129 1.12 xiii 
      260 392 2382 2947 1819 554 3159 11513 100   
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PRODUCTS 25 35 72 126 192 117 567 18.55 i   
148 A12 MAKEUP 29 21 121 109 55 192 527 17.24 ii   
658 A5 
FOOD& 
BEVERAGES 35 35 38 132 119 45 404 13.22 iii   
740 A1 BODY PRODUCTS 11 13 53 74 47 140 338 11.06 iv   
549 A3 
CLOTHING/ 
FASHION WEAR 13 5 64 55 24 69 230 7.524 v   
  A7 HAIR PRODUCTS 14 11 46 20 14 68 173 5.659 vi   
760 A16 TECHNOLOGY 14 2 46 48 10 23 143 4.678 vii   
  A9 
JEWELRY 
ACCESSORIES 1 5 67 34 6 38 151 4.939 viii   
3057 A4 
FASHION 
ACCESSORIES 6 7 59 28 2 31 133 4.351 ix   
  A14 SWEETS 4 0 14 44 33 7 102 3.337 x   
  A10 
KITCHEN 
UTENSILS/ HOME 
APPLIANCE 8 8 11 16 8 0 51 1.668 xi   








  A11 
LEISURE/ HOLIDAY 
PRODUCTS 2 1 7 14 3 2 29 0.949 xiii   
  A6 FURNITURE 3 0 2 10 13 4 32 1.047 xiv   
  A13 SEX PRODUCTS 0 1 12 3 7 13 36 1.178 xv   





NOVELS 2 1 15 0 5 5 28 0.916 xvi   
  A15 STATIONERY 1 1 2 3 2 1 10 0.327 xvi   
  A18 INSURANCE 5 0 7 4 8 2 26 0.851 xvii   
  A19 SERVICE       9     9 0.294 xviii   
      202 148 658 740 549 760 3057 100     
                          









cosmo TOTAL %     
260 A13 
middle-class 
ideology 71 78 517 642 365 532 2205 20.12 i   
392 A4 
use of modern 
technology/ 
product for 












reliance 40 50 367 338 188 410 1393 12.71 iii   
2947 A2 
women's freedom 
of expression 37 48 320 331 175 444 1355 12.36 iv   
1819 A10 
importance of 
health awareness 23 46 117 315 311 248 1060 9.672 v   
  A6 
women's 
intellectuality is 
challenged to gain 
a worldly outlook 6 24 190 218 132 290 860 7.847 vi   
3159 A9 
women's 
awareness of her 
feminity strengths 21 43 107 129 64 331 695 6.342 vii   
  A5 
 women's success 
in time 
management for 
work & play 4 7 124 155 62 165 517 4.718 viii   
10959 A7 
importance of 
hard-work for a 
qualified result 1 10 68 52 52 64 247 2.254 ix   
  A1 
the importance of 








  A12 
strength of 
collectivism 1 3 25 51 16 110 206 1.88 xi   
  A8 
women's 
confidence in a 
multicultural 
environment 0 1 72 45 22 33 173 1.579 xii   




traditional recipes 0 0 13 11 5 12 41 0.374 xiii   
      260 392 2382 2947 1819 3159 10959 100     
                          
1960                         
total types     
usa LHJ 
1960 %                 
  A5 
FOOD& 
BEVERAGES 112 29.71 i               
  A8 
HEALTH 
FACILITIES/ 
PRODUCTS 60 15.92 ii               
  A10 
KITCHEN 
UTENSILS/ HOME 








  A1 BODY PRODUCTS 22 5.836 iv               
  A3 
CLOTHING/ 
FASHION WEAR 21 5.57 v               
377 A15 STATIONERY 18 4.775 vi               
  A14 SWEETS 17 4.509 vii               
  A4 
FASHION 
ACCESSORIES 16 4.244 viii               
  A12 MAKEUP 14 3.714 ix               
  A16 TECHNOLOGY 14 3.714 x               
  A7 HAIR PRODUCTS 13 3.448 xi               
  A11 
LEISURE/ HOLIDAY 
PRODUCTS 10 2.653 xii               
  A6 FURNITURE 4 1.061 xiii               
  A9 
JEWELRY 
ACCESSORIES 0 0                 
  A2 CARDS 0 0                 
  A13 SEX PRODUCTS 0 0                 





NOVELS   0                 
  A18 INSURANCE   0                 








      377 100                 
             
total issues/ 
values     
usa LHJ 
1960 %                 
  A2 
women's freedom 
of expression 114 20.58 i               




reliance 109 19.68 ii               




traditional recipes 88 15.88 iii               
  A10 
importance of 
health awareness 83 14.98 iv               
  A9 
women's 
awareness of her 
feminity strengths 49 8.845 v               
554 A4 
use of modern 
technology/ 
product for 








  A13 
middle-class 
ideology 31 5.596 vii               
  A1 
the importance of 
family institution 21 3.791 viii               
  A5 
 women's success 
in time 
management for 
work & play 6 1.083 ix               
  A12 
strength of 
collectivism 6 1.083 x               
  A6 
women's 
intellectuality is 
challenged to gain 
a worldly outlook 1 0.181 xi               
  A7 
importance of 
hard-work for a 
qualified result 0 0 xii               
  A8 
women's 
confidence in a 
multicultural 
environment 0 0 xiii               
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